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an informal ‘‘t.y.i.’’ before you read the issue 


About now, some companies give their promotion and selling campaigns a vacation. 


Then they talk darkly about "summer slump." 


To others, the hot weather brings 


with it a big, juicy profit-conscious challenge to gain a competitive edge over 


sleeping competitors. 
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To win with the ladies . . . teen-agers to grandmas .. . 
in Central Indiana's $3.8 billion, 45-county market... put 
your advertising in the morning and evening newspaper 
combination they use for a buying guide. 


Local merchants prove the value of this 
advice. In 1959 the Star and the News 
carried 80.9% of all Indianapolis 
Department Store lineage, 73.5% of all 
other retail advertising. 


The Indianapolis Star 


Morning & Sunday 


The Indianapolis News 


Evening 
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If you're a_ heads-up, both-feet-on-the- Me, 

ground kind of man—your company’s in 

an advertising medium worthy of your tal- 

ents, in businesspapers. This is the place a ana emen 

where a man who knows his markets, and 

his marketing, meets the buyers he wants 
gets the sales he’s after. You know you're THE MAGAZINE O F MARKETING 

in business, when you do business with busi 

nessmen through businesspapers 

E 


July 1, 1960 CONTENTS . Vol. 85, No. 1 


Compensation 


Don’t Tie Incentives to Volume When It’s Profits 
You Want (Photostat Corp.) 


Distribution 


‘King of Convertibles’ (Castro Convertible Corp.) 


Forecasts 


Marketing Outlook for August 


What's the Outlook for Summer Sales? 


Leadership 


The 10 Biggest Mistakes Executives Make 
#9—Hiring or Keeping the Wrong People 


Marketing 
Short, Sweet Spin of the Whirley-Whirler 


Markets 
What About Sales After Election Day? 


Planning 


What's the Status of Mathematical Marketing? 


Proto by Arnoid Newman 
Sales Management 


When to Switch to Distributors 
(Pratt & Whitney Co.) 


Advertising 


* ° Sales Strategy 
in businesspapers Safety Won't Sell Seat Belts (Hickok 


means business Manufacturing) 


as any advertising man 


who knows his business 
will tell you—because Survey of Buying Power July 10 This Year 


men who read Because of delays in the release of revised figues on 1958 
retail sales by the Bureau of the Census, vital to us as a bench- 


+ 
businesspapers mark for projecting 1959 retail sales by states, counties, cities and 


. Metropolitan Areas, the Survey of Buying Power release date has 
mean business been moved up from the usual May 10 to July 10 

This year the Survey of Buying Power, dated July 10, will carry 
- for the United States and Canada, population estimates as of 
Qi): ‘. January 1, 1960, and estimates for the year 1959 on net Effective 
‘We? tenet Buying Income and retail sales, plus cash farm income figures for 
leading agricultural counties in the U.S 
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America’s leading newspapers, 
general nagazines and businesspapers 
are all ABC-audited 
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HIGHLIGHTS 


COMPUTERS COME TO MARKETING PLANNING 


We're beginning to know more about talking to com- 
puters—and the knowledge is opening up whole new 
areas of service from them. As more and more mathe- 
matical techniques are being developed to computer- 
ize marketing problems, the machine is bringing all 
the variables into play in decision-making—taking the 
guesswork out of predicting Page 25 


THIRD-QUARTER OUTLOOK GOOD 


Growing market bases . . . more and better new prod- 
ucts . manufacturers with money to expand and 
sell with and people with money to spend—all are 
adding up to chances for record-breaking sales this 


summer Page 30 


BROADER REACH AND BETTER SERVICE 
Pratt & Whitney Co. (cutting tools and gauges) hopes 
to boost sales 200% with its switch to distributors. But 
such a decision and its enactment bring up a lot of 
management considerations Page 47 


WHERE OTTOMANS ARE BEDS 


and a coffee table is more than a coffee table. 
Its all part of the kingdom built by Bernard Castro 
And now after 30 big vears in the East, this “loner” 
has decided to take his convertibles—and his success— 
across the country and Iet department stores in on the 


spoils Page 28 
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Executive Shifts Sales Promotion Idea File 
From the Editor's Side Pocket Scratch Pad 
Human Side Significant Trends 

Letters They‘re in the News 


Worth Writing for 51 


If you’re a pro—and proud of it—you get 
extra satisfaction out of businesspaper ad- 
vertising. This is your medium for firing- 
line selling. You know you can do a man’s 
work—and get man-sized results—when you 
get down to business with the kind of men 
you meet...in businesspapers. 


Photo by Arnold Newman 


Advertising 
in businesspapers 
means business 


as any advertising man 


who knows his business 
will tell you—because 


men who read 
businesspapers 
mean business 


a good businesspaper—an ABC-audited, 
bought-and-paid-for ABP paper 
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If you're man with big plans and ideas 
to match—you like the opportunities you 
find in businesspapers to do a spectacular 
selling job in spectacular fashion. This is 
where you get customers you want—and 
results you're after. You know your market 
ng strategies pay off in businesspapers 


Proto by Arnold Newman 


Advertising 

in businesspapers 
means business 

as any advertising man 


who knows his business 


will tell you—because 


men who read 
businesspapers 
mean business 


now— over 3,000,000 businessmen 

invest more than $16 million a year for 
the purpose of reading ABP papers 
ASSOCIATED BUSINESS PUBLICATIONS + 205 £. 42nd St. WY. 17 
201 N. Wells St., Chicago 6. 111 « 333 Wyatt Bidg.. Wash 5 
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How to grow 
100-bushel 
advertising 


Ever spend any time on the farm? Our 
agricultural people have, and they tell us 
that almost every farmer who grows corn 
would like to grow 100-bushel corn (to 
you urbanites, that means 100 bushels per 
acte¢—a superior yield They also tell us 
that no farmer ever grew 100-bushel corn 


by ack ice rit. 


Several of our people can tell you how 
to grow 100-bushel corn. They know be- 
cause they have done it themselves. They 
also know that there is a great similarity 
between growing a high-yield crop and 


producing high-yi ld advertising. 


gery eee wise farmer will analyze 
his soil, then enrich it for maximum fer- 
tility. rte will select seed corn carefully 
and plant it at the right time for best 
germination. Then he will weed and culti- 


vate the crop to assure maximum growth. 


In much the same manner, our agricul- 
tural people analyze farm markets before 
attempting to prepare an advertising pro- 
gram to reach them. Years of experience 
and extensive travel have given them an 
understanding of just how farming and 
farm markets differ throughout the coun- 
try. They know very well that farming in 
lowa is not necessarily the same as farming 


in Oregon. 


Frequent contact with farmers, plus a 
thorough knowledge of farm markets and 
marke ting, enables our people to prepare 
advertising in all media that will plant the 
seed of a sale in the right kind of soil; 
bulletins, catalogs and other promotional 
materials to weed out the competition and 


cultivate the potential sale; and effective 
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sales tools to help our clients’ salesmen 


harvest 100 bushels of sales. 


We'd be glad to talk with you, or arrange 
for you to talk with any of our agricultural 
clients. In the meantime, write for our 


booklet, 


It will tell you in more detail just how we 


“How to Sell on the South Forty.” 


approach farm marketing problems. 


In case you have the impression that all 
we're interested in is farm advertising, 

ed like to remind you that we know a lot 
of other markets just as well. If you sell a 
product or service to business or industry, 
we can probably help you, too, to plant 
sales messages that will result in more sales 


per acre. 


And that’s what we mean by 100-bushel 


advertising. 
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Long Distance 
is a good friend 
of sales managers 


When it comes to cutting costs and 
boosting sales, Long Distance is in your 


corner all the way. 


Have your salesmen telephone ahead 
for appointments. That will hold down 
their waiting time, and help them see 
more prospects every day they’re on 
the road. More sales for them—lower 


selling costs for you. 


LONG DISTANCE RATES ARE 

Here are some examples 
Philadelphia to Washington, D.C. 65¢ 
Detroit to Pittsburgh 80¢ 
New York to Columbus, O. $1.25 
Denver to Chicago $1.55 
Los Angeles to Boston $2.25 


These are day rates, Station-to-Station, for the first three 
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Tell your customers to call collect 
whenever they need anything. That 
can bring you extra sales between trips. 

For example: Central Woodwork, 
Inc., Memphis, invited its 566 dealers 
to call orders collect. Each $1 spent on 
Long Distance brought $234 in sales. 


Long Distance can work profitably 
for you, too. Try it. 


BELL TELEPHONE SYSTEM (B) 


Long Distance pays off! 


Use it now... for all it’s worth! 
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Nose Counts and Dog Tags 


Ever since 1929 this magazine has published independent and : 
. , . ; a MOTOR MANUFAC- 
original estimates of population, retail sales and income in its “Survey TURER: “We need a 


flock of small, rugged 


of Buying Power” issue (out July 10 this year), and every year the pera n H 


editors have had to defend their estimates against local interests who 
have insisted that our figures were too low. 4 CHEMICAL PLANT 
These critics cite building permits, wired homes, telephones, school a oe ty . 


enrollments, post office deliveries, even sales of dog tags, to prove 4 packing problem that’s 
driving me nuts 


we've done ‘em wrong. This spring practically every leading business- 
man in a large Texas city joined in an organized wire protest over a 
displeasing population estimate 

But for the record we should point out that by actual count over 
the 31 vears, SM editors have received three letters—count them, ELECTRONICS MAN- 
UFACTURER: “‘‘Lac- 
ing and tying our elec- 


viduals or groups, suggesting that our figures for their cities or areas aoame is becom- 


t-h-r-e-e—from selfishly interested but thoroughly honest local indi- 


might be a little on the high side. Matched against these there must 
have been, at a very minimum, 6,000 letters of the other tvpe saan Shamma 
2 . one . /" 4 ANAGER: 
Today our beleaguered editors can relax. The Bureau of the Census 7 eee, ‘Patches in our con- 
has come to their rescue with its preliminary releases of the April nose P pace oon fske 
count, proving beyond doubt what the “Survey” has been saying over ; 
the past decade—that the population of our leading cities is gaining, 
f at all, at a snail's pace, as people emigrate to the suburban areas 
In a recent batch of Washington releases on a dozen major cities, 


half show actual decreases in population over the 10-year period SvAupENe PLAN? 
Preliminary estimates for all metropolitan area cities show an average OPERATOR: ‘Looks 
‘ war ’ c : , like our light presses 
increase of only 1.5%, while the population of their surrounding areas should have vibration 
rose by a whopping 44% — 
The significance to the national marketer is a further complication APPLIANCE DESIGN- 
of the problem he has always had to face: reaching people where they ER: ‘‘We're having 


trouble getting reliable 
live and also where they shop Can you mechanical timers."* 


Pitchmen on the Air solve any 
Probably this will not endear me to some of mv friends in the of these problems? 


broadcasting business, but I can’t help having a lot of sympathy for , these are just a few of the thou- 


some of the TV entertainers who object to being forced to step out sands of problems I.E.N.’s read- 
of character and deliver a commercial. To me it’s as incongruous as ers bring to its pages each month. 
the thought of having Erle Stanley Gardner stop in the middle of a For Industrial Equipment News 
is scanned from cover to cover 
: every month by 78,000 men look- 
Mason's jury summation in the case of the false evelashes while I ing for products that will help 
talk to vou about the new Johnson's wax.” solve their current and ever- 
changing problems. 
These men represent more than 
effectiveness of British commercial television where no tie-ups are 40,000 plants . . . all industries . . . 
permitted with a specific show or star—or at least they think highly and 90% of America’s industrial 
purchasing power. 
Whether you want to sell present 
markets or discover new ones, 
will probably continue to support it your ads are right at the “point 
I like those commercials best that don't pretend to be anvthing of purchase.” Send for our Media 
Data File. 


serial in The Saturday Evening Post and say, “May I interrupt Perry 
Returning businessmen speak verv highly of the quality and 


of the idea in principle, and for “the other fellow.” As long as they 


can get away with what is customary in this countrv, however, they 


but what they really are—a sales message for the product, delivered 
by a character whose job it is to sell. I don’t regard an entertainer ' good for selling 
like Jack Paar as an expert on the household products he sells; they're ; eee 
in Mrs. Paar’s balliwick, not his. In contrast, do you remember Sid . ... because it’s 
Stone's commercials on the old Texaco program? Now there was a : used for 

commercial as good as the program of which it was a part. What's } a? 
happened to Sid Stone, anyway? Why doesn’t some advertiser dig buying! 
him up? 


And as long as I am giving vent to revolutionary and heretical ideas INDUSTRIAL EQUIPMENT NEWS 


about TV advertising, I might as well loose another one—which is that 461 Eighth Avenue, New York, N. Y. 
the industry and the advertisers would be better off if there were 


Thomas Publishing Cempeny 
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What makes a newspaper great ? 


This man is a Hutterite. His pic- 
ture was taken with a telephoto lens. 
Hutterites, because of their religion, 
will not pose for photographs. 


Gentle, hard-working, Hutterites 
are farmers who hold all property in 
common, shun “the world,” cling 
stubbornly to archaic dress and 
medieval German. They have a 424- 
year history of persecution. Once 
burned at the stake, they are today 
victims of public gawking and polit- 
ical pressure for their refusal to 
vote, take oath or hold office. 


Last year a bill was quietly intro- 
duced in the Minnesota state legisla- 
ture. Its stated purpose: to limit any 
communal colony’s land acqui- 
sitions. Its real 
aim: to ‘“treeze 
the Hutterites in 
one small com 
munity in western 
Minnesota. Min- 
neapolis Star and 
Tribune editori- 
al writer Jay Ed 
gerton, who had 
traveled among 
the Hutterites, 
heard of the pro 


posed law and EDGERTON 
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brought it to the attention of the 
daily editorial conference of the 
Minneapolis Star and Tribune. 

It was decided that the news- 
papers would oppose the bill as a 
matter of policy. If one religious 
group could be singled out for puni- 
tive or restrictive legislation, then so 
could all groups 

Edgerton was assigned the job of 
writing the Morning Tribune edi- 
torial, ‘‘Hutterite Bill.’’ In less than 
a month, informed public opinion 
brought enough pressure to bear on 
thestate legislature to kill the billina 
senate committee. This year Edger- 
ton was singled out, among all the 
nation’s editorial writers and com- 
mentators, for the National Brother- 
hood Award of the National Con- 
ference of Christians and Jews: “‘... 
challenged by a specific, ugly bias, 
Edgerton courageously and intelli- 
gently attacked the issue and won.” 

Like all good editorial writers, 


Edgerton is a prodder, a finder-out, 
a stimulator of reader participation 

attributes he picked up from years 
on the news beat as a reporter, when 
he was concerned only with facts, 
not opinions. The Hutterite editorial 
made news. So did Edgerton’s 20- 
part 1958 series on ‘‘feather- 
bedding”’ in industry that earned the 
coveted Loeb Award for special 
achievement in business and finan- 
cial journalism. 

A major responsibility of good 
newspapers is not only to report the 
news as news, but to stimulate 
thought and to provide leadership 
through the editorial pages, as 
opinion —and to be concerned with 
the needs and interests of all citizens. 
Such consistently responsible jour- 
nalism has won for the Minneapolis 
Star and Tribune the respect, loyalty 
and confidence of the largest news- 
paper audience of readers in the 
3'4 state Upper Midwest. 


Minneapolis Star and Tribune 


EVENING 


MORNING & SUNDAY 


660,000 SUNDAY 


JOHN COWLES, President 
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- 525,000 DAILY 
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fewer commercial time slots and advertisers paid more for the privi- 
lege of using one. I think that Garry Moore rendered a real service 
to his viewers and his advertisers when he won his fight on the reduc- 
tion of advertising breaks on his weekly show. Next season the Moore 
show will be interrupted for a maximum of four messages from the 
sponsor during the hour, instead of the current seven. I trust that 
CBS is not making a monetary sacrifice; they shouldn't need to, since 
each time period is more valuable 

Certainly advertisers aren't helped when there is such a multitude 
of sponsors on a participating show that it becomes a game for 
viewers with remote control sets to try to anticipate the coming of 
the frequent commercials with their silencing devices—or to have 
some wag sav (and there’s one in nearly every home these days) 
“Our commercial program is now going to be interrupted by a brief 
appearance from the star of the show.” 


The Most Important Factor Is Fear 


“Fear may well be the most important single factor in industrial 
buving—fear of losing face with the boss, fear of making a mistake 
fear of appearing in a bad light with one’s associates, fear of commit 
ting the company to significant outlays that may be ill-advised.” S 
said Hector Lazo, professor of marketing and chairman of the Mar 
keting Department, Graduate School of Business Administration, New 
York Universit. nd frequent contributor to Sales Management 
before the June 15-17 convention of the American Marketing Assn 

He went on to sav: “Industrial purchasing executives have a dif 
ferent and more difficult job than consumer buvers—they generally 
handle much more money. It is not their own, and thev don’t buv for 
themselves. Making a mistake in industrial buving can therefore be 
costly, in loss of status, of confidence, even of the job itself. Industrial 
buyers must make sure of availability, delivery, quality and service 
But in spite of all this, industrial buyers are motivated by emotional 
as well as rational factors when making buving decisions.” Dr. Lazo’s 
one are based on the findings of an extensive study conducted 
by Steel magazine 

So it would seem that the trick for industrial sales executives is to 
make the buver afraid not to buy their products—just as many con 
sumer buvers who feel thev must keep up with the Joneses are afraid 


not to buy the brand (shall we sav a Cadillac? 


status svmbol 


whic h has become a 


The Buy-Sell Relationship 


Hats off to the Rochester Sales Executives Club and the Purchasing 
Agents Assn. of Rochester. The two organizations got together to 
produce i booklet designed to foster improve d working relations be 
tween buver and seller 

rhe result is a por ket-size pamphlet based on a survey among per 
sonnel in purchasing and sales, which aimed at uncovering differences 
in their approaches to jobs and responsibilities. It covers such ticklish 
problems as calls on personnel other than in pure hasing, gifts, gratui 
ties, annoyances and personal habits, as well as such practical aspects 
as deliveries and quality 

Through the generosity of the two organizations, the book is avail 
able without charge by application to William A. Burdick, Executive 
Director, Rochester Sales Executives Club, Rochester Chamber of 


Commerce Building, Rochester, N.Y. Ask for “The Buv-Sell Relation- 
ship wf 


SOUTH'S: MARKETS 


Total Retail Sales 


Sales grow bigger and faster in the Greens- 
boro metropolitan market — where retail 
sales have increased a hundred million 
dollars in just four short years. Schedule 
your advertising in the only medium with 
dominant coverage in this market and sell- 
ing influence in over half of North Carolina. 


Greensboro News and Record 


GREENSBORO. NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


a ) 


— 


Uj 
itt 


RADIO and TELEVISION 
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At last! A single polyethy 


rvSua 


and 


It's Du Pont’s exclusive 2-IN-1 polyethylene 


10 
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July 1, 


1960 


Here’s a major step forward in polyethylene film for bag 
packaging ... Du Pont’s exclusive new 2-in-1 polyethylens 
film. It’s the only polyethylene film that combines bot/ 
crystal clarity and toughness. 

e How clear is it? Du Pont’s new 2-in-1 polyethylene filn 
is as clear as the clearest bag film you can buy. 

e How tough is it? Du Pont’s new 2-in-1 polyethylen 
film offers a toughness matched only by hazy, high-im 
pact polyethylene. 


lene film that’s both 


“CUSE 


tough! 


film designed specifically for bag packaging 


This means you no longer have to sacrifice clarity for 


durability when specifying a polyethylene bag film! 
Du Pont 2-in-1 polyethylene film is now available in 
printed roll stock and bags through Du Pont Authorized tte us pat OFF 


Converters ... or plain roll stock from your Du Pont Repre-  <* serie tinos ror server uvin 
sentative. Call an Authorized Converter or Du Pont Rep- 


resentative for all the facts on this latest advance from U PONT 
Du Pont ... leader in packaging film for 35 years. polyethylene 


Du Pont Company, Film Dept., Wilmington 98, Del. film 
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Once Around the Track 
Sells a Lot of Hats 


“Visibility othing 
Edward A. Gi 
Centex ( orp 

He was att 


recently he 


else,” said 


manager for 


explain why 
clip around a 
trotting track — driving a horse, of 
while wearing a Gentex hat, 
in interested audience of Rac 
Ommission me mie rs 
point of fact, Valhalla, if one 
is peo} led in Ed Goeétz’s mind 


people wearing safetv hats. His 


} Carbondale 


produces safety hats of Marlex 


polyethylene i new plastic of 


, 
é .dquartere a 


h impact strength and light weight 


replacing aluminium hats used in 

lustrv, fiber glass hats used in sports 
| stiffened leather hats used by 
But Goetz feels } 

the demise of all other type s 

He'll demonstrate his 

tions at the drop of what 


I 
1 old-fashioned safetv hat.” 


nor bound 


A ilking ct mpendium of 
head sizes and 


me. “Men's 


ling pe 
ind green 
for con 
workers 
white or 
ire faith 
¢ black 


sSSary for 


ork. But 


seftul in mari 


. been hap 
| introducing thet te achtsmen 
Chevy re espec ial] 


] 5 wl 


rood for neophyte 
i 10 have a tendency to get 
it by a sailboat’s Hunters 
», he tells us eer to like the hard 


ts. Gentex is developing special hats 


be om 


protect people trom jet noises and 
+} 


Ke \ ead injuries 


Safety, 
in the sales picture of such hats. But 


of course, plays a big part 


the rising demand for them can’t be 
explained away simply on the safety 
idea. Probably, thinks Goetz, the rea 
son is closer to the fact that men of 
all ages shapes and heac $izes have 
discovered the so-called “fun” hat 
The trend began with the comeback 
of the cap a few years ago, has em 
braced a return of the bowler, and 
runs the gamut of stvles through the 
straw jobs visiting Americans brought 
back from Nassau. No less an author 
ity than the Hat ( orporation of 
America announced that its ‘59 hat 


sales hit a record 


volume ot 5 mil 


lion hats last vear At that time 
Bernard L. Saleskv, Hat ¢ orporation 


[ 


president, said that his « ompany ‘long 
ago stopped telling men they had to 


wear hats s protection against the 


elements. We've switched to stvwl 


Fashion was just another word for 
discomfort; now fashion is comfortable 
as well.” 

But safety is still in there pitching: 
Aware of the hazards of city em- 
ployees’ daily routine, Miami outfitted 
its garbarge collectors, tree pruners, 
gas meter readers and sewer workers 
with Gentex safety caps 

Gentex is even developing special 
hats to protect traffic cops from street 
noises 

Some of Gentex’s customers ordet 
custom colors; others—most, in fact 
buy their industry's colors. To the 
identify 
their industry, a source of pride. Man 
agement has found that color is an 
aid to locating a man in the field 

Gentex sells its hats through 100 
franchised distributors, ranging from 


wearers, color coded hats 


sporting goods distributors to general 
safety equipment distributors. In a 
typical week Goetz may be holding a 


sales training session for a distributor, 


following up a lead to the distributor, 
talking with an insurance company 
about the possibility of a preferential 
sk premium plan for companies that 

witfit their men with safety gear. But 
s he s finding reasons why more 

iple should wear safety hats 


And sor 
cTraz\ things like trotting around 


vetimes he finds himself do 


race track wearing a bright red 
ntex hat. @ 


Triumphs 
of an advertising 


decision maker 


~ 


HE WINNOWED THE “GO-BYS” FROM THE “GO-BUYS” 


Our wise friend here is crossing off mere “suspects” in advance—he’s going to 
advertise his product in a Special Interest Magazine. That way he saves client dol- 
lars by concentrating on prospects, whose interest in his message is already 
assured. “Go-bys” (disinterested readers) are a useless expense. Avoid them by 
advertising in Special Interest Magazines... by advertising only to “Go-buys”. 


HEARST magazines 


Qe’ keys to the specia/ interests of 13 groups of people « « « American Druggist 


Bride & Home »« Cosmopolitan « Good Housekeeping « Harper's Bazaar e House Beautiful e Motor Boating 
Motor e New Medica! Materia e Popular Mechanics e Science Digest e Sports Afield e Town & Country 
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AT Y0 UR COMMAND .. . THE 13 PRINCIPLES 


now you can hear... 


Napoleon 
Hill’s 
SUCCESS - producing 


book on this 
NEW record album! 


Easy-to-learn . . . modern . . . and 
effective, the album is a “MUST” 
if you desire greater WEALTH... 
HAPPINESS... and SUCCESS! 

If you want to be a great musician, 
ball player or artist, you would 
study and learn from the best men 
in those respective fields. WHY 
NOT LEARN FROM THE 
““GREATS’’ WHO COLLABO- 
RATED WITH NAPOLEON HILL 
TO CREATE THE 13 SUCCESS 
PRINCIPLES CONTAINED IN 
“THINK AND GROW RICH”! 
You will gain the same MAGIC 
POWERS that made Carnegie, Mor- 
gan, Hill, Rockefeller, Woolworth, 
Bell, Edison, Ford, etc., the great 
men they were...the rich men 
they were...the power they 
enjoyed ... their fame according to 
their own testimonies! 


album was recorded 


This 12-inch, LP 
to give you the 


highest 


finest quality and 
fidelity possible! 


NARRATED BY 


EARL NIGHTINGALE 


ACT NOW! 


Mail this coupon for your 
copy of the "“Think»and 
Grow Rich” record album 
.. TODAY! 

THINK AND 

GROW RICH 

is produced by 
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+ PAYMENT 
ENCLOSED 


OF SUCCESS! 


=| WM 1) 


*“OVER 
3,000,000 
COPIES OF THIS 
BOOK SOLD!! 


ONLY $4.95 


and its vital mess. 


Here's exactly what this album 


will do tor 


J Ic will give you self-confidence. 


you 


¢f It will develop within you the instinct of leadership. 

v¥ It will show you how to turn failure into success. 

7/ Ic will give you poise, power and a pleasant personality. 

df Ic will teach you to think accurately and to crystalize on 
a definite plan. 

vf Ic will teach you how to DOUBLE your income. 

v¥ Ic will show how to get others to cooperate with you. 

¢/ It will help you develop new enthusiasm. 

IN OTHER WORDS, WHEN YOU APPLY THI 

SUCCESS PRINCIPLES FOUND ON THIS ONE RECORD 

ALBUM—YOU WILL BECOME A COMPLETE SUCCESS! 


SUCCESS MOTIVATION INSTITUTE, INC. 


BOX 7614 * WACO, TEXAS 
“THINK AND GROW RICH” 
I understand they will arrive in perfect 


Please send me 
at $4.95 each. 
condition 


copies of 
| M. O. 
Cash 
Check 
|} C.0.D. (You 
pay postage on 
C.0.D. orders ) 


and that each album will be accompanied with 
a printed booklet containing the complete narration. 

NAME SM7 
(please print) 


ADDRESS 


—— i 


Have Designers: Can Sell 


Last vear its Packaging Division 
produced 18% of Olin 
Chemical 
$601.4 - million sales 
neat $110.5 


million from the previous year And 


Mathieson 
Corporation's staggering 
Packaging: a 


million, up over $6 


to goose the figure. still higher, the 
Angus J. 
Gardner, a fit six-footer, to be its new 


company has brought in 


marketing. Bud Gardner 
Thunderbird (“the old 2 


is a paper man from "way 


V p for 
drives a 
seater one’ 
back: He comes to his new job from 
Worcester, Mass 


where he’s been \ p in charge of sales 


Rice, Barton ( orp 
having joined that company in "52 
after 16 vears with Great Northern 
Paper Co. There he was assistant sales 


manager Packaging is still, in his 


a relatively new industr a 


adolescent In the future its 


’ 
ng 


le ice rs will be people who sell pack- 


100,000 (and UP) Cadillacs... 


General Motors has taken James M. 
Roche out of the 
Cadillac (he’s 
and a GM v-p) and given him the 


driver's seat at 


been gene ral manager 


whip labeled 1 p in charge of dis 


tribution for the company. The dis 
tribution staff administers distribution 
and sales pe licies, co operates with the 
various divisions itt development of 
merchandising and SscTViICce procedures 

Jim Roche has spent 33 vears with 
Cadillac: In 1950 he became sales 
During the first vear of his 
sales direction, Cadv, for the first 
time, built and sold more than 100 
000 cars. In °55 the division broke all 


its previous sales records with 153,000 


manager 


units 
! 


Cadillac captured the fine car 
es sweepstake s back in °39, has held 
In 1957 Jim Roche took 


over as general manager 


it ever since 
Under his 
leadership Cadillac built and sold 
more than a half-million cars 

toche was born in 1906, went through 
high school, got the rest of his educa- 
thon through correspondence school 
At 21 he joined Cadillac’s sales and 
service branch in Chicago—as a statis 


tician. Within a vear he was assistant 


THEY’‘RE 


BY HARRY WOODWARD 


IN THE NEWS 


aging rather than materials. To make 
sure they are the people who will be 
numbered among the leaders, the 
Packaging Division at OM offers de 
sign services to its customers, develops 
new and more practical containers of 
all kinds. The division is actually three 
operations: Forest Products, at West 
Monroe, La.; Ecusta Paper, at Pisgah 
Forest, N. ( 
quarters in New York. Last vear these 


, and Film, with head- 


three eperations were combined into 
Olin Mathie 


son’s annual report, says Gardner, was 


the Packaging Division 


printed on an improved, lightweight 
printing paper made in Pisgah Forest.) 
And he’s quick to point out that the 
Film end of Packaging doesn't mean 
camera film but multi-purpose film 
for such as the bakery field and super 


market use Gardner's hobby 


aside from his five kids—is growing 


roses. He’s saving good-by to his New 
England garden planning to buy a 
house in the New York area 


will have to provide room enough in- 


Savs it 


side for the kids, room enough out 


side for more roses 


to the branch manager. Then came 
stints as assistant regional business 
manager of the eastern division in 
New York and a similar post in De- 
troit. In 1935 he was made manager 
of the National Business Management 


Department. (Along the way he was 


Sales Management 


an important cog in public relations 
where he put to work his legendary 
talents of persuasion.) He’s president 
of Junior Achievement for southeast- 
ern Michigan, director of sales training 
for United Foundation, on the board 
of Catholic Charities, Inc. 
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Everywhere peop/e are saying... 


A | 7 
“ ~~ . 
1 


: mT , —— 
7” Lancaster-Harrisburg-York ~ 
\ is one TV market when 
SS you use WGAL-TV y 


Fs 


. 
. 
~~ 


1 
/ 
‘ 


’ THR... 


up 


\ el 


7 


wn ‘70 


< 
Fy 
22 
Fr 
ea 
P.O 


= ~ wae 
~—-> er se? 


on 


ITALIAN STATE TOURIST OFFice 


Sa WGAL-TV 


~ 
Hh COmseves 
ey ey ae 
cowrseves | Prise nantion 
ee Vumeuer 

1 OK Ht ee 


one r\ is favored by viewers in Lancaster-Harrisburg-York, 
‘< plus Gettysburg, Hanover, Lebanon, Chambersburg, 
ce AT, pS Lewistown, Carlisle, Shamokin, Waynesboro, and many 


>} ] wainc \ 5S other communities. Profit-proved for advertisers, this 
~ 7 E~ HARRISBURG | an 


ew Lo multi-city market is important to your selling plans. 
» 4 


~LANCASTER 


WGAL-TV 
§ 


— ae F- Fi i | Lancaster, Pa. 
amen CI =a ' NBC and CBS 
a, = 

* / \Owoounm - 


sane * 


ae sewisioaser a STEINMAN STATION 
; Clair McCollough, Pres. 


Representative The MEEKER Company, Inc New York . Chicago 


Los Angeles - San Francisco 
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= MM SIGNIFICANT TRENDS 


What About Sales After Election Day? 


In just about two weeks, the main business at hand 
of the Democratic convention will be over. By the 
end of the month, the Republicans, too, will have 
a presidential candidate and a party platform. 


The details — names of candidates and platform 
planks — won't be known until the quadrennial 
shindigs take place. But the general directions of 
the campaigns are already well formed. And re- 
gardless of who is nominated, the issues on both 
sides of the 2-party system will be remarkably 
similar. 


Three of the biggest campaign issues will be of 
special significance to marketers: defense spend- 
ing, economic policy and domestic spending. 
With the possible exception of tieir views on de- 
fense spending, the predou ant position of both 
candidates will be a bit to the left of the “middle 
of the road.” The key adjective will be “liberal- 
ism.” Here's why: 


Boiled down to basics, both parties will arrange 
their campaigns around “peace and prosperity.” 
The G.O.P. will stand, officially, at least, on the 
last eight years. The Democrats will be crying for 
more peace, more prosperity. They are sure to 
dwell lengthily on the two recessions in the last 
eight years, a national rate of economic growth 
they are sure to find “too close to the population 
growth to be a real improvement,” and a rate of 
unemployment they will point to as acute. 


If it just stood pat, the G.O.P. would in effect 
be accepting those points as inevitable. But the 
Democrats will be promising improvements. To 
match them, the Republicans will swing farther 
left than the platform might indicate. 


So both parties will be making “liberal” promises. 


The major difference in the campaigns will be in 
the degree of “liberalism” promised. But at any 
rate, there are sure to be enough “liberals” of both 
parties in the 87th Congress to provide plenty of 
legislative attention to those promises. 


Defense spending is the biggest question mark. 
It’s the question most likely to be divided along 
party, rather than “liberal”-“conservative” lines. 
But the odds are on the side of an increase. 


Today, defense spending stands at $41 billion— 
over half the national budget. Experts predict at 
least a $1-billion rise, and some people, like Nelson 
Rockefeller, are calling for $3 billion more next 
year. 


Recent world events, like the U-2 crisis and the 
resumption of the cold war, make it seem likely 
that the Air Force’s suppliers will get the lion’s 
share of any increases, with substantial hikes go- 
ing for all phases of missile development and 
production. 


There has also been considerable concern recently 
over this country’s ability to fight a limited war— 
but chances are that marketers who earn part of 
their livelihood from that phase of defense spend- 
ing won't see much in the way of an increase. 


Economic Policies Scrutinized 


The “liberals” are also turning their guns on cur- 
rent economic policies. 


One is the monetary policy. They want an end to 
tight money controls—and fast. Their main argu- 
ment: there are virtually no areas of industry 
where demand is close to meeting productive 
capacity. So a surge in cc;sumer demand theo- 
retically is not likely in this case to exert an infla- 
tionary pressure. 
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SIGNIFICANT TRENDS 


(continued) 


 - 8) 


Indeed, with a faster-growing economy deemed 
desirable, most “liberals” feel that it is Washing- 
ton’s duty to release as much purchasing power 
as possible. And, they continue, it is the purchasing 
power of the average guy that is most affected: 
as lower interest rates go into effect, his time pay- 
ments, including mortgages, are cheaper. This not 
only frees substantial amounts of discretionary 
cash, but acts as an inducement to buy more con- 


sumer goods. 


On the corporate level, an easing would mean, in 
theory, more customers ready to buy for modern- 
ization, new plants and equipment, etc. It would 
also be the acid test of the leasing market, which 
is solidly based on customers having rather limited 
funds available 


Budget Deficit in Bad Years 


Another big issue is the “forced draft” economy 
designed to reduce the impact of recessions. This, 
of course, means intentional overspending by 
Government in years likely to see a business slow- 
down, budget surpluses in boom years, and a bal- 
anced budget in average years. 


If it worked (and there are plenty who say it 
wouldn't) it would keep national product at a high 
level, but it would create substantial shifts in mar- 
ket emphasis from year to year. As the private 
market waned, the Government market would 
pick up, and so on. Called for: one heck of a lot 
#f marketing agility. 


Basically, both the easy money and forced draft 
policies are designed to: (1) create a perpetual 
boom economy and (2) insure a high level of em- 
ployment — which in turn stimulates sales and 
hence, economic growth. The big “ifs” are infla- 
But the “liberals” 


stoutly deny the likelihood of either. 


tion and runaway debt. 


Now, here are some of the big domestic spending 
issues that are of special interest to marketers and 
that promise to get extra attention in the months 
ahead: 


* The farm question is always a major campaign 
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issue. Spending for price supports and related 
programs hit $3 billion this year, about the 
same level as in the last five years. No real solu- 
tions have been offered, but the “liberal” goal is 
known: higher, steadier income for farm families. 
Attempts will be made to reduce the violent year- 
to-year fluctuations that plague farm markets. 
Under the same goal: aid to depressed areas, many 
of them rural, which cause “black spots” on mar- 
keting maps. 

* Space programs, now at $325 million, double 
last year’s expenditures, and next year’s will nearly 
double ‘60's. “Liberals” still aren't satisfied, will 
probably push for even greater growth. One inter- 
esting point: Companies concerned are often in 
atypical industrial locations, such as small town or 
suburban areas, and have unusually great effect 


on growth of nearby markets. 


® Education is bound to be a big issue. Federal 
supports were $549 million this year, but the dis- 
senters say the growth rate that saw appropria- 
tions climb from only $73 million in 1950 is too 
slow. As with all building programs, implications 
exist not only for marketers directly connected 
with construction, but for those who stand to 
profit by boom conditions in areas where consid- 
erable building is under way. 


* Other construction programs: Urban renewal 
is among the most important. Relatively new to 
the Federal budget, such outlays now stand at 
about $200 million, may go as high as $700 million 
in a few years. Slum clearance leads to housing 
needs—with the result that Federal housing pro- 
grams will probably be on the upswing again. A 
dividend: a gradual rebirth of important center- 
city markets. 

Attention will also center on such other construc- 
tion projects as dams, public health facilities, scien- 
tific research facilities. 


* Geriatric problems will be widely discussed. 
This has obvious implications for marketers of 
health aids, those involved in construction of geri- 
atric communities. But not to be forgotten: the 
creation of sperial, tightly knit special markets, 
plus a boost in oldsters’ spendable dollars resulting 
from more Government aid. 


The most important people 
in your market 


.. . frequently are the most difficult people to single out, 
when it comes to telling or selling them anything. Their 
time is limited. Their responsibilities are great. Their posi- 
tions of importance necessarily bulwark them behind a 
battery of efficient secretaries, assistants and assorted 
“trouble-shooters.” 

But they do have one thing in common. 

The vital decisions they must make, hinge on the impor- 
tant news developments here and abroad. Only one news 
magazine—“U.S.News & World Report” gives them such 
important news and news analysis every week, to the 
exclusion of all else. Weighed in that scale of values, and 


especially in the times we live in, it can truthfully be 
called... 


The most important magazine 


of all 
/ 
| “U.S.News & World Report” is 


4 bought and read every week by more 
\ than 1,150,000 people who must use 
the important news in their business 
and personal lives because of the 
positions of responsibility they occupy. 


One measure of their positions of executive responsibility 
is income. Family incomes average $15,496—highest of all 
news magazines—highest of all magazines with more than 
1,000,000 circulation. = 

Ask your advertising agency for the documented facts on 
the growing recognition of “U.S.News & World Report” 
as the important magazine . . . from your standpoint, very 
likely the most important magazine of all! 


U.S.NEWS & WORLD REPORT 


Americas Class News Magazine 


id 
COMPLETE 
wtws @acaromn 
Now more than 


1,150,000 


net paid circulation 
otess 
prove thei! Advertising offices, 45 Rockefeller Plaza, 
gna The New York 20, N. Y. + Other advertising offices in 
Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, Los Angeles, 


Washington and London 
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l'o sell air conditioners 
you need New York 
and THE NEWS! 


350.000 180,000 230,000 100,000 140,000 150.000 180.000 

NEWS Mirror Times Herald Journal- Post W orld- 

Tribune American Telegram 
& Sun 


ons—2nd Edition 


In the biggest and best air-conditioning market, 


The New York News has 350,000 readers in households owning 
room air-conditioning units more than any other New York 
morning or evening newspaper. 

The News also has more readers in households owning 
automatic washing machines, electric refrigerators, electric ranges, 
electric mixers, other major appliances. 

Reaching more buyers, The News pushes up quota curves, turns up 
turnover, brings crowds to the selling floor—from all income 
groups. The News has more readers in families with incomes over 
$5,000, and more over $10,000 than any other New York newspaper. 

Whatever you sell—you need The News! Only The News delivers 
the vast potential of the nation’s biggest market. 

The nearest New York News office will gladly tell you more 


about your biggest sales opportunity! 


THE N Li WSs, New York’s Picture Newspaper 


More than twice the circulation,datly and Sunday,of any other newspaper in America 


News Building, 220 East 42nd St... New York 17—Tribune 1 
3460 Wilshire Boulevard, Los Ar 


Tribune Square, Chicago 11—634 Buh! Building, Detroit 26—1405 Locust St Philadelphia 2 


igeles 5—407 Lincoln Road, Miami Beach 39—155 Montgomery St., San Francisco 4—27 ( ockespur St . Lendon S.W 1, England 
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‘niin m7 i LETTERS TO THE EDITORS 


the art of persuasion 


I noticed with interest your editorial 
comment in [“Letters”] the June 3 
issue concerning the misapprehensions 
surrounding the field of selling, I have 
felt the same way for years 

[The following are excerpts from a 
speech Mr. Wallace delivered to the 
Owens-Illinois sales force. ] 

“As a matter of record, selling is 
not generally regarded as a profession 
by our society For the most part, 
it is regartled as a last resort 

“[But] when we eliminate the 
tangible factors of quality, service, 
technological developments corporate 
reputation; we are faced squarely with 
the real issue—the science and art of 
persuasion. I submit that skilled per 
formance in this area, on an ethical 
basis, requires a high degree of talent, 
training, and experience that can jus 
tify our ove upation’s being called pro- 


fessional 
JaMes WALLACE 
Market De velopment Manager 


Owens-Hlinoi 
Toledo, Ohio 


subsidy or not? 

Re my letter [on subsidized airlines] 
and your comment, SM. May 20 

Neither you nor Mr. Smith [Ameri- 
can Air Lines’ president] can get away 
with your icke is of non subsidized alr- 
lines, unless we are taught to overlook 
the high price paid by the Post Office 


Department 4s natural” ind no 


longer to be considered a subsidy 

]. W. Moons 
the J. W. Moore Co 
New Orleans, La 


old and new ‘sell’ 


As the general editor of Merriam- 
Webster dictionaries, I comment on 
E. G. Wallenbrock’s letter [SM, June 
3] criticizing our definitions of the 
verb “sell.” A dictionary is obliged to 
recognize all the widely used mean- 
ings of a word without regard to their 
applicability to various persons or 
things at any particular time. After 
we have found out these meanings, 
we set them forth in historical order 
with the oldest attested sense first 

lo attempt to put first what some- 
one thinks is the most modern, or the 
most frequently used, or the most 
favorable, would certainly result in 
1 large number of arbitrarily jumbled 
decisions and false pictures 

All the meanings of this verb “sell” 
ire very old. The earliest is attested 
before the year 1000, and most of its 
meanings have been in use since the 
17th century. If only one meaning 

in this case the meaning that is sim- 
ply the opposite of buy—is applicable 


in a particular situation or act or oc- 
cupation, then the other meanings. are 
inapplicable and irrelevant 


P. B. Govs 


General Editor 
G. & C. Merriam Co 
Springfield, Mass 


SM-—Raymond Bill awards 

Re the article on “Winners of the 
Sales Management Raymond Bill 
Awards,” SM, June 3. . . though the 
personal reference about my partici- 
pation in the preparation of the St 
Louis entry was deeply appreciated, | 
feel that in all fairness full credit 
should go to a wonderful committee 
headed by Oscar Norling, vice presi 
dent of Gardner Advertising, and 
including: G. W. Franklin, Elder 
Manufacturing Co.; W. H. Jennings, 
Gaylord Container Div. of Crown 
Zellerbach Corp.; Walter J. Phillips 
National Car Rental System; Walter 
T. Smith, Jr., Anheuser-Busch, Inc 
and Robert Stolz, Brown Shoe Co 

The 600 members of the Sales Ex 
scutives Assn. of St. Louis join me in 
expressing appreciation to SM for pro 
viding this annual award 


Jack R. Dauner 


Executive Director 
Sales Executives Assn. of St. Louis 
St. Louis, Mo 


private vs. national brands 
The staff report directed by your 
Mr. Hughes and Mr. Nicholas on 
“Private vs. National Brands,” in the 
July 4, 1958 issue of SM, is an excel- 
lent study. I'd be interested in know- 
ing if you have supplemented this 
Wru1aM G, Penn 


Merchandising Coordinator 
Topco Associates, In 
Chicago, Il] 


®& Senior Editor Hughes is now gath 
ering information for an updated ar- 
ticle on the status of “private brands.” 
It is scheduled for early fall 


V.LP. salaries 
Your recent article showing sal- 

aries and bonuses of top sales execu- 
tives (“What's Fair Pay for a Top 
Sales Chief,” SM, March 18] was a 
very interesting article and the writer 
has misplaced his copy. Would you 
kindly forward a copy 

In our estimation Sales Manage 
ment is the finest sales magazine pub 
lished in North America 


A. G. McNtect 


Sales Manager 
Savage Shoes Ltd 
Preston, Ontario 


NOW! 
CONTEST 
PRIZES 


AS cowAS 
ON THE 
DOLLAR! @ 


CONTESTS, UNLIMITED 
WRAPS UP A 
“PRIZE” PACKAGE 
AT 85% OFF LIST! 
OFFERS COMPLETE 
SERVICE FROM 
CONTEST IDEAS TO 
CONTEST 
COMPLETION! 


Sure, it's important to line up the 
right prizes at the right prices for 
your next contest. That we do blind- 
folded. 

But what about lining up all the 
details of your contest—the follow- 
through, if you will, that will make 
your contest effort more appealing, 
more effective, more profitable. 

This we do, too, but with our eyes 
wide open. And we do it all: 


Provide prizes * 
Process entries 
Legal approvals 
Delivery of prizes 
Obtain celebrities 
for drawing and 
judging winners 
Original contest ideas 
TV exposure 


For full details on how to save time, 
money and your nerves, write today 


é Contests 
Unlimited, Inc. 


Dept. 33 
1780 Broadway, New York, N.Y. PL 7-9445 


Ka partial list of brands available as 
prizes: Westinghouse, American Motors, 
Admiral, Puritan Sportswear, Eastman- 
Kodak, Waterman Pen, Mitchel! Reels, 
Pan-Am Airways, Arpege by Lanvin 


Sales Management July 1, 1960 21 


ARTHUR 
SODERE 


A legend in his own time. A per- 
sonality without peer. Philosopher, 
story teller, news maker, catalyst, 
he brings to each listener an imme- 
diate sense of personal participa- 
tion. As if that weren’t enough, he 
just happens to be the greatest 
salesman in broadcasting history. 
In all radio, Godfrey is the kind of 
company you keep... 


ONLY 
HN SBS 
RADIO 
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a Vf——MARKETING 


LESSON IN ‘NEWNESS’ 


White Plains, N.Y.—A major market- 
ing objective at General Foods Corn 
is “newness.” And during its 1960 
fiscal year (ended’March 31) the giant 
food company created something of a 
“newness” record—ranging from en 
tirely new products to new forms 
flavors and sizes of established prod 
ucts. Here's the final count, recently 
released by GF: 
@ Test marketed entirely new 
lines of products emphasizing high 
nutritive content—Birds Eve Frozen 
Instant Baby Foods and New Horizon 
Foods 
® Test marketed a new concept in 
dog food, one that makes its own 
gravy when liquid is added 
@ Introduced 31 new convenience 
food products as well as larger pack 
ages for many items 
© Acquired a potato chip business in 
Canada 
Note 


ness , 


two 


While adding all this “new- 
General Foods still had time 
to discontinue the sale of its Gourmet 
Foods through retail outlets and to 
sell its Bierlev’s soft-drink business to 
an interested buver 


‘SURPRISE’ COMPETITION 


Cleveland—A new vinyl plastic devel 
oped by B. F. Goodrich Chemical Co 
threatens to compete with, if not ob 
solete, certain metals. Several appli- 
cations in the building, chemical and 
automotive industries may be affected 
immediately 
The plastic 


, called Hi-Temp Geon 
is said to 


have unusually great 
strength and heat resistance qualities 
Goodrich is promoting it initially as 
a substitute for metal pipe in plumb 
ing fixtures. Its present cost, now 
slightly below copper, is expected to 
drop even further as demand in 
creases 

This is further evidence of the rise 
of “surprise” competition (SM, April 
15, page 17). Outside competition can 
pop up anytime, and not just in the 
metals and plastics businesses 


DIFFERENT IN MILWAUKEE 


Milwaukee—The world’s most popu 
lar soft drink ranks a weak second 
in the U.S. beer capital. Coca-Cola 
is outsold three-to-one by a 
product, Graf's 

This and 


local 


other 


interesting facts 
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about consumer buying preferences, 
ranging from stereo pos to canned 
soups, are revealed in a recent study 
of the Greater Milwaukee Market. The 
study, made by the Milwaukee Jour- 
nal, measures yearly changes in pref 
erences for a host of items. 

Results of surveys such as this are 
often graphic evidence of the special 
problems—and opportunities—in mar- 
keting to different areas of the coun- 
try. They often help pinpoint specific 
strengths and weaknesses in a com 
panys over all marketing effort 


PLASTIC FOR PEPSI 


Methuen, Mass. — Pepsi-Cola is test 
ing a plastic throw-away bottle for its 
cola drink. Bottle is a non-deposit 
item. Selling price: 10 cents Methuen 
was selected for its nearness to the 
Fort Devens army post 


COFFEE WITH FIZZ 


New Haven—Latest addition to the 
long line of flavored soft drinks is 
“Coffee Cott.” The 16-ounce soft 
drink introduced by Cott Beverages 
combines the taste of coffee with the 
fizz of a carbonated beverage. It can 
be downed straight, in milk, or as a 
base for an ice cream soda 

Behind the birth of the new prod 
uct: the growing popularity of coffee 
much of it attributed to the coffee 
break. The company hopes the drink 
will find a ready market this summer 
in those hardy coffee breakers who 
find the old hot brew a little too sti 
fling for summer drinking 


The Survey Says* 


i] 
( 


on the MOVE 


BARBER SHOP SPECIAL 


Ft. Lauderdale—There’s no more cap 
ive audience than a man getting a 
shave and furthermore 


muircut of 
igures the Stephan Clo 


he’s in a ter 

rific position to be impresse d by point 
tpn hase display 

So, after 63 vears ot selling one 

duct, Dandruff Remover Hair Lo 

through barber shops the com 

expanding its line and will 

lize further on the potential 

jut, though it will have a good range 

grooming ind cosmetic prod 


t it vill still sell 


wough barbers Stephan’'s has come 


exclusivels 
tl 
out with high eve-appt al packages 
bottles and labels designed (by Jim 
Nash Associates) to sell themselves 
The barbers. long loval to Stephan’s 
may throw in a little sales talk if they 
«} 


NOT ALL IMPORT 
New York—Prideful 


resent the intrusion 


Americans who 
of foreign-made 
irs on the nation’s highways may 
take consolation in the fact that the 
U.S. exported 104,384 


made 


American 
1959. The 
Automotive World, 
vhich also notes that 157,116 Ameri 
can trucks were And, 


we had a strong market in parts, ac 


pa senger cars in 


word comes from 
sold overseas 


cessories and equipment as well 
Interestingly, West Germany — the 

home of the Volkswagen—bought only 

117 U.S 


iutos 


THE RECREATIONAL MARKET 


Princeton, N.J. 
of sports interests of adults just com- 
pleted by the Gallup Poll, American 
Institute of Public reveals 
that the recreation participated in by 
the largest number of American adults 


A nation-wide survey 


Opinion, 


Some 33 million adults 
took time out last year to go swim 
ming one or more times. Close on the 
heels of swimming comes fishing and 


is swomming 


dancing, which end in a 2-way tie 


Each of these ac 
D) 


for second plac oe 
attracted approximately 
million adults last vear 


tivities 


There are an estimated 100 million 
active adults in the U.S. Numbers par 


ticipating in each sport are shown 

below 
Swimming million 

Fishing million 

Dancing 2 million 

Bowling million 

Hunting million 

Baseball or Softball 

Golf 

Badminton 

Ice Skating 

Pool or Billiards 

Horseback Riding 

Roller Skating 

rennis 

Volleyball 

Skiing 


None of these 


million 
mill on 
million 
million 
million 
million 
million 
million 
million 
million 


million 


FRESH VS. REAL FRESH 


Albuquerque—Seabrook Farms Co. of 
Seabrook, N.J., is testing a 
oblique-sell technique in this city 
with T\ that 
“frozen” is fresher than “fresh.” The 
messages point up time lag between 
harvesting and getting “fresh” vege- 
tables fruits to market 
housewives against robbing 


health 


new 


commercials stressing 


and warn 
their 
ingredi- 


families pf precious 


ents 


WIRE CUTS SALES COSTS 


New York—One of the largest indus- 
trial teletype networks in the country 
was put into operation recently by 
Johns-Manville Corp 

The network will improve customer 
service by providing faster communi 
cation between the company s 69 
plant, mine and sales offices through- 
out the U.S. and Canada. It is ex- 
pected to save J-M about $200,000 a 
year in communications costs 

Selling can often be tough enough-— 
without having to compete against a 
modern communications system, too 
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SPORTS 
TIME 


Advertisers seeking a sports audi- 
for their sales message find it 

on CBS Radio. There’s ex-Yankee 
Phil Rizzuto and Sports Time, Mon- 
day-Saturday. Through the weekend, 
Dave Camerer is heard 10 times 
with up-to-the-minute sports news. 
's full coverage of events like 
Masters Golf, the Triple Crown, Se- 
ring Sports Car Races. In all radio, 


is the kind of company you 
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ee. 


Planning 


a promotion 
in the 
Pacific 
Northwest’? 


THINK TWICE ABOUT TACOMA 


First: always think of Tacoma as a vital 
segment of the dominant Puget Sound 
Circle—biggest market in the Pacific 
Northwest. 

When your sales forces work this Puget 
Sound market, nine times out of ten they 
cover retail outlets in both Seattle and 


Tacoma at the same time. 


areas, the advertising breaks. 


Unless it breaks in Tacoma at the 
same time, a good quarter of your sales- 
merchandising effort is wasted. 

That’s because of the second thought 
you have to keep about Tacoma. 

It’s a market that can not be covered 
by any outside newspaper or any com- 

bination. Only the dominant 
Tacoma News Tribune —now 
delivering more than 85,000 
daily—can do the job. 


When distribution and mer- 
chandising is set in both metro 

Ask the man from SAWYER-FERGUSON -WALKER and get the facts 
July 1, 1960 
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JULY 1, 1960 


What's the Status of 
Mathematical Marketing ? 


Like to know what would happen before you do something? 


Want to find out how several different plans might turn out? 


Hang on—the scientific techniques that hold the answers are 


coming fast. In fact, many of them are already here 


It's 1965, or perhaps i little be 
vond. The scene is a special meeting 
of the marketing committee of the 
Bevatron Popcorn Co. The reason for 
Bevatron ilthough in 
firm possession of 40% of the bagged 
popcorn market in the area 
third successive red-ink 
Worse, market intelligence 
shows that Bevatron’s two competi 
tors, Ajax and Atlas, are raking in 
profits hand over fist. Why? They 


charge more—one gives 11 ounces for 


the meeting 


has just 
posted its 
quarter 


12 cents, the other, 15 ounces for 15 


cents —and consequently receive a 
market. Beva- 
all efforts 


at cost reduction have failed, so the 
10-0z 


smaller share of the 


tron’s trouble is now clear 
famous Bevatron bag for a 
dime must go 

Several alternatives are selected as 
holding the greatest promise 1) raise 
the price a penny; (2) reduce the size 
of the bag to 9 ounces; (3) raise price 
2 cents up the bag size only 1 ounce 
1) “trade up” each sale by ink reasing 
both price and size of bag by 50% 

But plenty of disadvantages are 
evident, too, not the least being that 


it is impossible to say which plan 


would maximize profits while mini 
mizing the damage to sales and indus 
try position. Plan 1 is obviously the 
most flagrant price rise; it would un 
doubtedly 


would certainly 


customers, and 
spell doom for the 
company’s well promoted advertising 
slant of “still only a dime.” It would 
involve considerable public crow-eat 


irritate 


ing, to be sure. But plan 2 would 
create the smallest bag of popeorn in 
industry history—one that might be 
And it 


just temporarily avoids the price-rise 
issue 


too small for consumer tastes 


Plans 3 and 4 mean matching 
competitors exactly. Both are active, 
responsive companies—and would be 
sure to retaliate. Even a price war is 
And these 
plans, while probably the soundest 
fiscally, would probably do most dam- 
age to Bevatron’s industry position 
Today, there would be no wav to 
get answers to the questions raised by 
our little fictional problem. But Beva- 
tron, with 1960 a good five vears be 


not out of the question 


hind, can use computerized mathe 
matic al analy sis, or, as the company 
calls it, the “Predictron” system. By 
using these advanced techniques, it 
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can get answers to the questions 
“What would happen if we did 1? . 

2? 3? $?” In each case, what 
would happen to sales? To industry 
position? W hat competition 
do? With answers to those and other 
questions, the committee 


would 


could meet 
again . decide which probable out- 
come best fits the company’s long- 
and implement that 
plan quickly and confidently 

Right now, unfortunately, mathe- 
matical analysis is not so sophisti- 
cated. It is, in fact, largely a labora- 
tory phenomenon—still quite untamed. 

The brother-sister act of applied 
mathematics and the electronic com- 
puter is enough to scare the pants off 
of any sales or marketing executive 
The long rows of hieroglyphic formu- 


range goals 


las . . . the strange, apparently un- 
transiatable jargon of the trade . 
the intricate language understood only 
by machines and a select few mortals 
indeed enough to put fear of the 
devil in the sales-trained marketer. 

But woe to him who avoids that ice- 
cold duet of formula and machine. As 
1965 heaves into view, it will be a 
major factor in marketing decision 
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What's the Status of Mathematical Marketing? (ontinved) 


making. Indeed, some think it will be 
the most significant development yet 
in modern marketing. But it can’t be 
brought into a company overnight 

It must be made very clear that no 
formula or machine will be making 
marketing decisions. Rather, the “de 
cision systems” are tools — fabulous 
tools which allow the marketer to bas« 
his major decisions on reliable infor 
mation, rather than on hunches and 
incomplete knowledge. In effect, it 
puts him in a class with the engineer 
whose theories assure him that his 
bridge will before the first 
girder falls into place 


stand 


To obtain a more exact picture ol 
the role played by this new technol 
ogy, it may be helpful to see how it 
fits into the over-all decision-making 
process 

This is how one expert describes it 

“It is useful to break the dé. 51 
process into four distinct steps. First 
we have dissatisfaction with existing 
operations, which leads to nomination 
of some alternative course of action 
This is followed by prediction of what 
the effects of the alternative will be 
This leads to evaluation of the pre 
dicted effects to determine whether: 
or not the plan is satisfactory—if not 
the process reverts to the first stage; 
if so, we take action. Our general 


MATHEMATICS’ Role in Decision 


1. DISSATISFACTION with 
existing operations. 
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2. NOMINATION of alter- 
native courses of action. 


hypothesis is that humans are far su- 
perior to computers in three of these 
components dissatisfaction 
that something is wrong and that a 
change should be made; nomination 

coming up with a totally new plan, 
and evaluation — comparing the ex- 
pected outcomes of several different 


sensing 


plans and deciding that one is best 
We believe that in the prediction 
stage, however, computers and mathe 
matical analysis may be far more ef 
fective than human intuition. The de 
termination of the possible effects of 
a change in some aspect of a plan 
requires precisely the kind of de- 
tailed, exhaustive analysis in which 
computers and mathematics excel.” 
This is how it works: The computer 
simply predicts by quickly solving ex 
tremely long mathematical problems 
fed into it by operations researchers 
operations research, applied mathe 
inatics, mathematical programming 
are, broadly, all names for the same 
activity). It is still up to the sharp 
marketing executive to wonder, “What 
would happen if we did ‘A’? or ‘B’? 
or ‘C’?” And, when he finds out what 
would happen if he did any of the 
three, it is up to him to decide which 
path best leads to the fulfillment of 
his company’s goals (also established 


by a person—not a machine), whether 


Making 
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3. PREDICTION of the ef- 
fects of alternatives. 


they be higher profits, more sales 
more diversified line, de-emphasis of 
certain products, larger share of in 
dustry for others, and so on. The de 
cision system of applied mathematics 
and computer has told him one thing 
What would probably happen if he 
followed each of his proposed courses 
of action 

Incidentally, it is the ultimate wish 
of the operations researcher to elimi 
nate himself as much as possible from 
the procedure So long as he is be 
tween the executive and the machine 
the process is limited to simple prob 
lems. By the time a complex problem 
is translated from executive language 
to operations researcher language to 
computer language and back again 
the meaning and content is virtualh 
destroved. The problem is to enabk 
the executive to communicate with 
the computer with as little interfer 
The thought is not 
to make operations researchers out of 
marketing executives—but to make the 
computers more and more articulate 


ence as possible 


The ideal, of cours 
would be to have the executive ad 
dress the machine simply, have the 


and receptive 


machine understand, translate and set 
up its own problem, solve it, translate 
its answer back to the executive in 
language he could understand easily 


4. EVALUATION of effects 
to see if satisfactory. 


Today, the average marketer has 
no definitive scientific predictions to 
help him. So he must make his own 
predictions. After he decides what 
might be done as an alternative to 
the present method, he begins to 
gather information. He succeeds in 
assembling vast amounts of data. But 
voluminous as it is, it is probably 
somewhat incomplete He most cer 
tainly has only a superficial knowledge 
of the relative importance of each 
scrap of data, and has no way of 
knowing for sure exactly how each 
facet is interdependent with others 
He often has no way of knowing what 
information will be obsolete by the 
time his alternative suggestion would 
be in use. He has only a sketchy idea 
of what new information is needed 
for an evaluation of a new procedure 
or of how to obtain that information 
In short, he has the super-human task 
ot completing and exactly weighing 
mountains of information that is figur 
itively crawling with unknowns, ob 


scure causes and effects and conflicts 


®& And he must go through this for 
each alternative that is to be studied 
Chere is not a man alive who has the 
time or ability to fully and accurately 
make such a desirable set of exact 
predictions 

Fortunately, such major decisions 
are relatively rare in marketing. At 
least, decisions invols ing a free 
choice among several alternatives are 
rare. Major policy decisions are kept 
to a minimum by the expense of 
changeover and the loss of effective 
ness that is often felt during the 
transition period. Then, too, many 
decisions, both in major strategy and 
minor policies, are not the results of 
free choice. Thev are, in fact. often 
dictated by internal polic ies or the 
compe titive situation 

It is, of course, obvious that the 
mathematician’s job of reducing the 
mountains of information needed for 
an accurate prediction into mathe 
matical language that correctly as 
signs the right weight and the proper 
relationship to each tiny bit of data 
is almost impossible. And there are 
many tough nuts that remain to be 
cracked. But much progress has been 
made already, and work towards a 


continued on page 66) 


Other Uses of Computers in Marketing 


The “model building” techniques described in the story 
are but one example of the many ways mathematics is 
used in decision theory. Others include such techniques as 
linear programming, theory of games, and the like. 

But the same revolution in mathematics and electronics 
that has given rise to decision theory has spawned a wide 
variety of other uses for computers in marketing. 

Here are just a few such uses that were gathered by 
Sales Management with the help of IBM and Remington 
Rand. Some of these applications can be performed on the 
very simplest punch card machines. Others may require 
somewhat more sophisticated equipment. 
® Up-to-the-minute sales analysis in depth. Example: Easiiy 
available on punch cards is such information as population 
and percent of total population, plus retail sales in various 
categories, for every town, city and county in the U.S. (a 
leading source of such cards is Sales Management's Market 
Statistics Department, which produces the Survey of Buying 
Power in both book and punch card form). Any amount of 
other information can be punched into these cards: break- 
down by sales territories, share of industry expected for 
each product line, previous years’ sales, accounts receivable, 
and so on. Depending on what other information is in- 
cluded, these cards can be used for such things as: 

—establishing sales quotas, by territory. 
comparing sales with past performance and quotas. 
finding sales per territory by product line. 
spotting unusual sales drops or rises in individual 
territories. 
keeping up-to-date on commissions. 
year-end analysis to show up trends; dying markets, 
developing markets, needed changes in field, etc. 
allocating advertising. 
spotting geographical preferences in color, size, style. 
—determining ratio of co-op payments to sales in vari- 
ous areas. 
Such reports are not only in real depth but make the in- 
formation available days, instead of weeks, after it hap- 
pens. Such information of course is invaluable in preparing 
accurate, detailed sales forecasts. 
® Year-end (or more frequent) analysis of customer action 
who bought what, in what amounts, which customers 
represent the fastest-growing accounts, etc. 
® Inventory analysis that calculates what items are likely 
to be needed in what frequency from what warehouses, 
thus cutting down maintenance of excessive stocks. 
® Determination of exact cost of items manufactured—so 
prices can be established just as low as possible. 
® Setting the most realistic delivery dates for orders. 
® Establishment of optimum shipping procedures between 
various points. 
© Evaluation of day-to-day sales of a new product—includ- 
ing the evaluation of differing promotional methods, buying 
peaks, repeat sales, etc. 
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King of 


ou may not have heard of Bernard 

Castro and his Castro Convertible 
Corp. if you're not an Easterner. But 
chances are you'll be hearing of him 
and soon, no matter where you live 
For Castro's success on the competi- 
tive Eastern seaboard has been noth 
ing short of phenomenal: The busi- 
ness he began 30 years ago on a $300 
bank loan (from the Morris Plan 
Bank) rang up $20 million in sales 
last year. Now, after going it alone 
from the beginning, the 55-year-old 
immigrant is opening up his opera 
tions to franchised dealers. And, in 
those areas not otherwise served, Cas 
tro convertibles will be sold through 


The Most Televised Gal in America 


She’s Bernadette Castro, a pretty 
teen-ager. She’s appeared in Cas 
tro’s TV spot commercials well over 
22,000 times and she’s identified 
by a large segment of the Ameri- 
can public as the Castro trade- 
mark. Castro thinks she’s been a 
prime force in his company’s suc- 
cess. In 1948, when she was four, 
Bernard Castro got the idea of put- 
ting her on TV to demonstrate how 
easily his convertibles handled. TV 


BERNADETTE AT FOUR: Opened her first Castro convertible for a TY commercial, 
and a trade-mark was born. Bernard Castro, an early and still heavy user of 
television, made her the symbol of his space age furniture. He had one store then. 
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was in its infancy; Bernadette and 
the Castro empire were barely out 
of the toddling stage. Together 
they've all grown up. Now Berna- 
dette is president of the “Furni- 
Cheer Club of America,” a Castro 
inspiration designed to help teen- 
agers prepare for their future as 
homemakers. And, just inciden- 
tally, to help sell more of Bernard 
Castro’s growing line of convertible 
furniture. 
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. . AT EIGHT: She was growing and 
so was the Castro empire. Castro says 
it grew in proportion to Bernadette. 


Convertibles : 
He's About to Go National 


department and furniture stores 

Who is Bernard Castro and how 
did he get so big? Basically, he’s a 
“loner” who sized up his market, 
created a provocative trade-mark to 
help merchandise his products, then 
advertised and promoted, promoted 
and advertised 

Castro designs every piece of his 
“space age” furniture. By space age, 
he means furniture planned to serve 
several purposes an ottoman that 
converts to a bed; a coffee table that 
becomes, in one operation, a king 
size cocktail table, in another, a din 


Ing table tor eight (astro runs the 


whole show, from his palatial Florida 


.. AND AT ELEVEN: By this time Castro had 
18 stores, was beginning to spread over the 
Eastern Seaboard, had its own factories, tow. 


home (replete with Castro-designed 
furniture and a six-seat soda foun- 
tain) to his sumptuous yacht, also 
Castro-furnished. He’s built his chain 
from one specialty furniture store to 
45, with some located in shopping 
centers. To produce the mountain of 
convertible sofas and other items 
swallowed up by his stores, he owns 
seven factories, has one more in the 
planning stages 

Says he: “If I had to give up con- 
trol of any of our departments the 
last I would relinquish would be the 
advertising.” A TV pioneer, he still 
makes heavy use of the medium. But 


now he tries newspapers, magazines, 
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direct mail, any other medium that 
strikes his fancy. The firm has its own 
ad agency, in plush Castro-designed 
Manhattan offices 

A showman to his finger tips, Ber- 
nard Castro likes to design “conver- 
sation pieces” for his showrooms 
Strangest is the sofa bed tailored in 
genuine mink. To his amazement peo- 
ple insisted on buying it as a conver- 
sation piece of their own. His con 
vertibles run the taste gamut from 
bejeweled behemoths to neat-as-a-pin 
functionals. And only the future will 
show what he’s planning next. 

Castro believes in giving the public 
what it wants. ® 


# 


NOW SHE’S FIFTEEN! As president of the Furni-Cheer Club--her father’s 
latest venture, aimed at future homemakers—she candidly says: “I’m the 
only president that has to be home by 11 p.m.” Castro now has 45 stores. 
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What's the Outlook 
ummer Sales? 


ind September should 
rd juarter retail sales 
the Board of Analysts 
Ratings, a sales gain 
for the third quarter 
defeatism is allowed 
irketing plans Last 
the steel strike was 

ffect the buying power! 
ind industries with 

ries 

this optimist outlook 

of the 116 industries 
months Future Sales 

irt see ftacing page get 
better Very Good Rela 
The board's 314 


and marketing men give 


Outlook 


ratings 


mict 
Mists 


ncreased third quarter ratings shown 
) up pointing irrows) to nine in 
ri decreased ratings (shown by 
irrows) to nine. For 


outlook 


43) up SIX gO down 


down pointing 


12-month seven indus 

The lower 
ratings, rather than being signs of 
reflect the ris 
ing comparative base of sales, making 
large gains in 1960 over 59 more 
difficult to attain 

Base Ss for 


ire an over-all improvement in busi- 


trouble ahead 


simply 


inticipate d sales highs 
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For all the talk of a business slowdown, SM’s Future Sales Ratings 


Board sees record sales coming up—unless defeatism sets in. 


By PETER B. B. ANDREWS 
Chairman, Future Sales Ratings Board 


VW 
ness as well as a strong, new high 


buy ing power ahead: 


@ The record-breaking growth in 
population fosters a growing market 
base 

® Both employment and wages 
are at unprecede nted highs 

° ( onsumers and businessmen ire 


in the strongest liquid-asset position 
in history 


® Today's modern factories are 
producing an ever-broadening variety 


of new produc ts 


@ There is a rising confidence in 
the future, as shown in part by the 
growth of plant-and-equipment ex 
pansion 

The upburst of American popula 
tion and the attendant expansion of 
consumer markets continues as one of 
the most impressive economic events 
of our time 
180 million, compared with 


Population now approxi 
mates 
about 151 million in the Census veat 
1950. Thus, in ten years our popula 
tion has gone up 29 million people, a 
jump of 19%. From a marketing point 
of view, this is like adding an area 
‘ qual to Texas, Illinois, Massachusetts 
and Washington 

I nemployment remains historical] 
labor 
force, automation and productivit 
but total income of the 
after taxes is at a record level 


high, reflecting the rise in the 


population 
Annual 
disposable personal income 18 Cul 
rently running at a booming new high 
of $352 billion, a gain of more than 
5% over the $335-billion rate of third 
quarter 1959. The current $352-billion 
annual rate compares with $334.6 
billion full-year average for ‘59 
$316.5 billion for 58, $207.7 billion 
for ‘50 and $70.4 billion for ’39 

Of keen importance; too, both 
spendable earnings and the buying 
power of the pay dollar have been 


Way up Inasmuch as consumer 
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stable 


while earnings have increased, the 


prices have remained fairly 
American's rising wages have 
inflation 


Competition both among domestic 


iverage 
not been undermined by 
producers themselves and from the 
heavy inflow of foreign goods, will 
tend to restrain price increases, while 


} 


large food surpluses and this vear's 


expectations of more bumper crops 
should he Ip to hold back rises in food 
prices 

Average weekly earnings in manu 
facturing industries now approximate 
SYO ibout the same as a vear ago 

this season Such « imings com 
pare with $89.47 for the entire vear 
39, $83.50 for ‘58 


for ‘50 and $23.86 average for pre 


$59.33 average 
war 39 The building industry, with 
ontracts now well ahead of 1959's 
stands out in wages, with average 
weekly earnings at present approxi 
mating $117 compared with $115.24 
iverage for the full vear ‘59, $73.7 
in ‘50 and $30.39 in 1939 

om Signili ant] the over all financial 
condition of both consumers and busi 
strong. Financial assets ar 
it all-tinne Most recent esti 
mates of individuals’ assets reveal a 
tal of more than S$S9I1 billion 
considerable jump from the $660 bil 
lion of 1954. OF this $891-billion 


$513 billion represented 


nesses 1s 


highs 


iggregate 
b ink accounts, currenc’ Cove ronment 


bonds Insurance and pension re 
serves, while $378 billion represented 
corporate bonds and stocks 

The total debt of 
estimated at less than one quartet of 
the $891-billion total The enormou 
residue of buying power far over 
half a trillion dollars 
vast, promising target for the dvna 
marketer of toda‘ 


Consumer 


consumers } 


represents a 


savers this vear have 
added to their reserves, with savings 


running more than a billion dollars a 


FUTURE SALES RATINGS .. . for July, 1960 


In the 116-industry tatle below, the sales prospect rating has just been raised when the 


arrow 7 next to the %& points up. The arrow | pointing down means the rating has just been 


decreased, All other ratings are unchanged from the previous quarter. 


Key to Relative Size Ratings Key to Sales Prospect Ratings 


(By Industry sales volume) 


A—$10 Billion and Over 

B—$7 Billion to $10 Billion 
C—$4 Billion to $7 Billion 
D—$?2 Billion to $4 Billion 
E—$1 Billion to $2 Billion 


(All ratings are relative to the median (***), 
which indicates approximately no change in relation 
to the corresponding period of the preceding year.) 
wKxkkk—Best Relative Outlook 

kkkek —Very Good Relative Outlook 

kkk —Good (Medium) Relative Outlook 


How to Read the Table: 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Atomic Energy 

Auto Sales |New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Boating 

Building (Heavy) 

Building (Residentia!) 

Candy & Chewing Gum 

Canned Fruits & Vegs 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing {Men s, Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Tertiles 

Dairy Products 

Department Stores 

Diese! Engines 

Dinnerware 

Drugs & Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industrial) 

Electrical Eq. (Consumer) 

Electronics (Military) 

Exports 

Farming 

Flour 

Food Processing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Herdware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc. 

Household Products ( Misc.) 

Imports 

Instalment Financing 

Insurance 

Jewelry & Watches 

Laundries 

Liquor (Alcoholic) 


Relative 
Size 


SCOPPONODPOPPMONOAMOAMOPOPMMOTOTPF QGOFOmMMOPCOMmMOmrPmrP TOMOP 


OmmPpanna 


F—One-Half Billion to $! Billion ** 
G—Under a Half-Billion Dollars * 


aKkkkk 


Mos. (See 
Above Key) 


Luggege 
Lumber & Wood Products 


| Machine Tools 

| Machinery (Agric.) 
| Machinery (Ind’l.} 
| Materials Handling 
| Meats 


Medical and Dental Care 
Metal Containers 

Metals (Non-Ferrous) 
Missiles and Rockets 
Motion Pictures 


| Musical Instruments 


Office Equipment 


| Oil Burners 


| Oil (Cooking) 


Oil Equipment 
Packaging & Containers 


| Paint 


Paper & Products 


| Personal Care 
| Photographic Supplies 


Plastics 
Plumbing & Heating 
Printing & Publishing Equip 


| Radios 
| Railroad Equipment 


Railroads 
Refrigerators 
Restaurants & Bars 
Restaurant Equipment 


Rock Products (Incl. Cement) 


Rubber Products 
Security Financing 
Shipbuilding 

Shoes 

Silk Textiles 
Silverware 

Soap 

Soft Drinks 

Sports & Sporting Goods 
Steel & Iron 

Sugar 

Surgical Equipment 


| Synthetic Textiles 


Television 
Toothpaste & Mouthwashes 


| Toys & Games 


Trailers (Auto) 
Travel & Vacations 


| Travel Overseas 


Trucks 


| Utilities (Electric) 


Utilities (Gas) 
Utilities (Telegraph 


| Utilities (Telephone 
| Vacuum Cleaners 


Washers (Household) 
Woolens & Worsteds 


—Fair Relative Outlook 
—Least Impressive Relative Outlook 


Relative 
ite 


>F7 
CMON ASCH COPFOMAMmMAMPOAMOOANADACO MP mao AAIMAONMMGAMNAMmMIAMAd>OamMnAPa oFH 
“se 


Soles 


Sales 
Prospect 
Rating for 
Next 12 
Mos. (See 

Above Key) 
kkk 
ikkke 
rere 
ke 
kkkkk 
wekke 


Note: Future Sales Ratings are especially copyrighted by SALES MANAGEMENT, 630 Third Avenue, New York 17, N. Y. 
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vear higher than the $23-billion sav- 
ings rate for the full vear 59. If this 
savings rate is maintained, it will be 
the largest in history — again empha 
sizing the vast buying power waiting 
to be tapped by the enterprising busi 
nessman 

Business’ finances are similarly fa 
vorable The net working capital of 
U.S. corporations, excluding banks 
and insurance companies, were esti 
mated at a record $128.8 billion early 
This represents a record 
net gain of $9.1 billion over the vea 
be fore 
billion in current assets partly offset 
by a $12.8-billion rise in current lia 


this eal 


reflecting an increase of $21.9 


manufacturing and trade 
with increases of $4.9 billion 
billion, respectively, ac 
for most of the advance in 
working capital Cash holdings of 
porate it about the same 
level as the vear before; but reflecting 
vorable vields, holdings of U.S 


Government securities rose bv $3.9 


ms were 


the largest annual increase 
nce 1955. These Government-secu- 
holdings totaled $23.5 billion 


to the record level at the end 


Along with the $9.1-billion increase 
in net working capital over the 12- 
month period, corporations invested 
$27.7 billion in plant and equipment 
and $1.7 billion in other assets. These 
figures are somewhat smaller than 
Government estimates of total plant 
and equipment spending would indi 
cate, but this is because unincorpo 
rated businesses, which would some 
what expand the aggregate, are not 
included 

To finance this total $38.5 billion 
oft expansion, corporations are esti 
mated to have obtained $30 billion 
or almost 80% from internal sources 
depreciation and retained earnings 
a somewhat higher proportion than in 
recent years. External financing ac 
counted for the balance, with $2.5 
billion din net new stock offerings, $4.3 
billion in net new bond issues and 
$1.7 billion from other long-term bor 
rowings 

The above figures show that busi 
nessmen are in a good position to 
finance, not only expansion and new 
products, but such important market 
ing activities as advertising and pro 
The board estimates the bal 
ince sheet position to be at least 5% 


motion 


stronger than was indicated in pre 


ceding data. A further spur to cor 


“You're our last hope.” 


Management 
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porate spending comes from the cur- 
rent comparatively good income situ- 
ation. Despite a tightening of profit 
margins in recent months, total cor- 
porate profits for 1960 after taxes are 
estimated at $27 billion, a new all 
time high, comparing with $24.5 bil- 
lion in 1959 (the previous record 
vear), $18.9 billion in "58, $22.8 bil- 
lion in "50, and only $5 billion in °39 

Thus, while plant-expansion spend- 
ing has not yet reached new-high 
levels, the wherewithal for such spend- 
ing is obviously available. And, in 
capital spending, we find the true 
measure of future productivity. Con- 
sensus of the board's estimates is that 
spending for new plant and equip 
ment over the next 12 months may 
ipproximate $35 billion, a record for 
iny 12-month period The previous 
high was established in 1957, when 
$37 billion was spent for such pur 
Last vear the total was $32.5 
billion; in 1950 it was $20.6 billion 
In the 
last ten vears the staggering total of 


DOSses 
ind in "39 it was $5.5 billion 


about $300 billion was poured into 
new plants and related facilities. Suc 
cessful businessmen know that the 
race is to the swift: if vou don't keep 
up with the changing technology of 
the times, you are on the way out 
Newer industries, too, are putting 
their weight more and more into the 
They're helping to 
push living standards up. And a 


economic swing 


strong upward pressure on the busi 
ness cvcle comes from such relatively 
new factors as outer-space considera- 
tions, solar power generation, atomic 
ena hydrogen power generation, mis 
sile production and fuels, color tele- 
vision, frozen foods, electric dish 
washers, wonder drugs electric home 
heating, dehumidifying and other air 
conditioning, food waste disposers, 


built-in electrical appliances, pre 
fabricated products (swimming pools, 
glass fibers, transistors, 
clothes 


driers, auto fuel injection systems, and 


boats, et 
electronic office machinery, 


stereo records and equipment 


®& As money continues to pour into 
research spending and the develop- 
ment of new products, the business 
scene will be Lent fresh and bright 
ened by the heavy promotional ex- 
penditures that go with newness. The 
board estimates research and develop 
ment spending at a total above $10 
billion for 1960 — about a 10% in 
crease over ‘59 

Even for the more traditional prod- 
ucts, retail sales are rolling along at 
record highs. Still, some businessmen 
are pessimistic, though needlessly so 
Part of the basis for their alarm per 
haps lies in a severe “disaccumula- 
tion” of inventory. Consumers are 


What the well-dressed 


This year’s consumer, bombarded by a record 
$11 billion of advertising, has her armor on, 

her guard up, and her gauntlet ready to fling 

in your face. “Just try to sell me,” her 

banner reads. 


To make a dent in the armor (short of using 
battle-ax, spiked mace or tournament lance), 
the modern marketer needs a no-non- - 
sense advertising weapon. One that 

gets his message seen .. . by the 

right people .. . and with high 

frequency. 


There’s no perforator like The 
Saturday Evening Post. Your 
advertising in the Post isn’t 
bypassed in a flurry of 


consumer is wearing 


dial twirling and page flipping. Alfred Politz’ 
new study of media effectiveness ~ Ad Page 
Exposure—shows that fair damsels and gal- 

lant swains turn and return to your Post 

ad page 30,861,000 times per issue! 


Your Post ad page gets 37% more exposure to 
the individual reader than the same ad 

in the other big weekly magazine. And 
Saturday Evening Post readers 

have the highest median income 

in the general-weekly field. 


Arm yourself with the Hi-Fre- 
quency magazine, sir, and 
you'll penetrate the iron- 
clad consumer market. 
That’s an ironclad pledge. 


THE INFLUENTIALS MAGAZINE 


YOU GET THROUGH TO PEOPLE 
(INFLUENTIAL PEOPLE) IN THE POST 
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Rich in buying power... 


Rich in reading power.. 


Pontiac, Michigan represents a 
growing, dynamic, rich market for 
newspaper advertisers. What's 
more. THE PONTIAC PRESS 
provides such exclusive coverage 
61% of Pontiac Township house- 
holds take only the PRESS) that 
no other newspaper provides the 
penetration you need to succeas- 
fully sell your products. (THE 
PONTIAC PRESS is preferred 
3} to 1 over the leading Detroit 
paper. 
It’s facts like these that are caus- 
ing more and more advertisers to 
select the PRESS: 
¢ Leader in the Community. 76% 
take THE PONTIAC PRESS. 
Leader in Creating Sales. 21% 
of PRESS homes make over 
$7500. 
© Leader in Home Delivery. 98° 
of coverage is home-delivered. 
THE PONTIAC PRESS is the 
full-coverage independent news- 
paper serving the Pontiac area 
and Oakland County since 1842! 


MARKETING IN MICHIGAN ...? 


PONTIAC 
PRESS 


PONTIAC, MICHIGAN 


Circulation 59,339 Publisher's 
Statement Ending September 30, 1959 
Represented by 
Scolaro, Mecker & Scott 
New York, Chicago, Philadelphia, Detroit 
Doyle & Hawley 


Los Angeles & San Francisco 


spending at new peak rates, but new 
orders at the factory are well below 
earlier expectations and it may be 
another two or three months before 
the swings in the pendulum of in- 
ventory overstocking and understock 
ing even out into a reasonable bal- 
ance. Continued international ten 
sions, coming on the heels of wide 
spread hopes and beliefs that the Rus 
sians might be cooperative, will tend 
to revive inventory building and ob 
viate reductions in our large defense 
spending 

A cheerful basic development re 
cently has been the improvement ii 
our export situation Pessimists have 
repeatedly emphasized our weaken 
ing position in foreign trade and cet 
tainly not without a good deal of 
justification. So far this vear, our 
export news has been good. Com 
mercial exports of merchandise (ex 
cluding grant-aid shipments) for the 
first four months of "60 have been 


ibout 20% above those of a vear ago 


& While much of this rise stems from 
agricultural products, many industrial 
items also recorded gains. True, mer 
chandise imports have been higher 
but not as much higher as exports 
and the net result has been a gain in 
our balance of trade to about one 
billion dollars — nearly trebling the 
showing for the similar period of "59 
The size of thé excess of merchandise 
exports over imports has an important 
bearing on our financial position with 
the rest of the world, and manv busi 
nessmen are inspired by the improve 
ment 

The foregoing figures and trends 
represent the economic basis for the 
belief that 1960 will wind up a rec 
ord-breaking business year. For the 
third quarter, the board’s consensus 
visualizes a gross national product of 
$507 billion —a new record, 5.8% 
above the annual rate of $479 billion 
for the third quarter of 1959 

Despite the impressiveness of thes 
facts and estimates, the economi 
skies ahead are not without clouds 
The foreign competitive situation is 
still a murky one for many American 
manufacturers. Inflationary pressures 
motivated mostly by high wage 
costs) are making it more difficult for 
American products to compete over 
seas and on this continent. Another 
round of wage increases could be 
especially harmful to U.S products 
going abroad, since it would probably 
result in higher prices, while low 
wage rates in foreign countries give 
those countries a strong operating 
cost advantage 

Moreover, many American com 
panies are likely to move their pro 


: : 
auction to overseas plants if our pro- 
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duction costs keep rising. A number 
have built, and others will build, in 
foreign countries to escape the high- 
wage cost here. And there is increas- 
ing worry that jobs will be lost here 
as a result. Wages in foreign coun- 
tries are rising, too, but in general, 
thev are far below our standards 
Money rates remain too high to suit 
many businessmen, particularly in sus- 
ceptible industries such as housing, 
which has strongly been feeling the 
ill effects of scarce mortgage money 
ind high cost of borrowing. Even so, 
the Government is not likely to let 
the homebuilding industry deteriorate 
much, in view of its basic importance 
in a dynamically expanding popula 
tion and the political pressures of a 
Presidential election year. Sharp 
changes in money rates are not ex 
pected soon, but spec ial assistance is 
likely to be extended to the housing 
industrv to make homes easier to buy 
Generally, the board's consensus is 
that American business is likely to be 
affected less by tight money than ever 
before in the past, because of the 
broadly strong financi il condition, in 
cluding large depreciation reserves 
which can be used to expand busi 
ness. In any event, as the immediate 
inflation prospect recedes, the Federal 
Reserve Board is likely to continue 
its steps toward easing money rates 
and increasing money availability 


> The high total of unemployed, and 
concern over strikes and other labor 
troubles, worry some businessmen 
Strikes in the past have tended to 
stall business progress, as in the case 
of the long steel strike of ‘59. How 
ever, more recent settlements have 
been somewhat less burdensome, and 
hopes are rising for more moderation 
in the future. The continued high 
rate of unemployment reflects steady 
growth in the entire labor force and 
idvances in automation and produc- 
tivity. An improved system of unem 
ploy ment compensation, union aids 
ind broadening of social security to 
help more old workers is coming to 
the assistance of more of the unem- 
ployed Favorably, too, from an over 
all standpoint, the rather high jobless 
total is not preventing total personal 
income from hitting new highs 
Production capacity of the nation 
is at a big new high, and some worr 
warts are shaking their heads in be 
wilderment over proposed new ex 
pansion ahead. They must realize that 
this is simply the march of progress 
and economic pressures from rising 
population. Moreover, much of cur 
rent capacity is obsolescent and out 
of step with current technological ad 
vance, which not only justifies mod- 
ernization but makes it compulsory. 
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IN HOUSTON IT'S 
THE HOUSTON POST 
_— AND SUNDAY 
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DON’T BE MISLED—HERE ARE THE FACTS: 


Daily Sunday 


ost 215,063 232,101 
Chronicle 199,128 185,533 226,490 
a 


THE HOUSTON POST <#5> 
Houston's largest newspaper in total daily and Sunday circulation a 
Represented nationally by Moloney, Regan & Schmitt 
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+9 of a series on: 


THE 10 BIGGEST MISTAKES EXECUTIVES MAKE 


Hiring or Keeping the Wrong People 


By DON H. SCOTT 
Don Scott Associates 


nt basketball coach said this just recently 
great shot maker and has the ability to be the 
in the game, but we'd have a better team if 
ym it 


the word “team” has been overworked to its 


often find managers avoiding its use. But 

\ corporation, company, organization o1 
team. Any of these is a group of people as 
omplish a common objective. It can be 
in our modern organizations, the accom 
this common objective is for the good of 


mea 


Unless it is, you won't have much of 
team action is called for, vou won't 
ivy re sponsibility on the manager. He 
‘maximum amount of individual talent 


n adjust itself to the group and the 


Morse is a sales manager vith 12 
to him. Like any good operator Bill 
keep mt yp of the market You must 

vhat our own customers are thinking 

but vou must be alert to happenings 

ndustr One of the wavs in which any 

sales manager does this is through salesmen’s 
Bill worked hard to develop i system of reporting 
uld supp! the necessary information while taking 
num amount of time away from selling and off 
tings where the re ports were first explained 
said the 


need. On the job however. thev seemed 


understood their purpose and the. 


into three groups: he first conformed 


» the best of their abilities, i 


ind on time 


e., their reports 
1 (smaller than 


tted their reports after they were reminded 


The secomic 


times. They were generally late, and even 
reports were sometimes imaginative, the infor 
iS rare ly in time to be used in current planning 
The third group w isn't a group at all but consisted of 
Hugh Spencer. You couldn’t get a report out of 
matter what. He did have a healthy sales record 


it the best salesman of the twelve, but he kept a 


| 


lume of business and seemed to get along well 
his customers. He was apparently delighted with his 
as he called it, and 
secret of it to the other salesmen. Soon others 


ot voiding the ‘report bit 
select company and then group I began to 
The flow of competitive information became sporadic; 
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market information was not what it should be, and, worse 
it seemed to Bill that dis« ipline within the department was 
slipping away. And it was. It naturally didn’t occur to 
him to lop Hugh Spencer off the pavroll then and there 
He had talked to Hugh privately. He had received only 
tacit agreement from Hugh, which proved meaningless 
But after all, Hugh was getting business and one just 
didn’t kick awav business in these competitive times 

What Bill didn’t realize was that he was kicking busi 
ness away on a grand scale. Also, his foundation was 
weakening to a point where only complete reorganization 
would bring the department back into line. His failure 
to handle Hugh’s case firmly left him little recourse with 
the rest of the department 

Now, the purpose of this true story is not to suggest 
that vou fire evervone who doesn’t conform. Every man 
iger has to put up with some te mperament now and then 


In addition, it is verv costly to dismiss personnel mn 
When an emplovee leaves much experi 


In order to get it back, two people 


discriminatels 
ence leaves with him 
must be used: the new employee and the person who must 
devote time to training him. This doubles your payroll 
to sav nothing of the organization upset and possible busi 
ness loss during the interim 

But when one employee endangers the discipline and 
effectiveness of the group, you are on thin ice. If vou 
cant bring him into line, don’t hesitate a moment to do 
what is necessary. If he is so important to vou that vou 
can fire the group and keep him, then do that. But do 


something, because they can’t work together 


®& Many managers don't want to lose salesmen because 
they are afraid salesmen will take business with them to 
the « ompetition. W hereas this has happened, vou may rest 
issured that it is the rare exception in which any appre 
ciable amount of business is lost this way 

Most salesmen take pride in the fact that their custom 
ers buy from them and not from their companies. This 
A sales 


man's personality and appeal is important. It helps him 


is one of the bigge st fallacies in business today 


to gain and hold favorable attention for his presentation. It 
helps him meet customer obstacles when they come up. It 
helps him make it easier for customers to buy. All are im 
portant, but they tend to sidetrack us from the real reason 
people buy: They buy to benefit themselves. All things 
equal, it is possible that a buyer might purchase from the 
salesman he likes the best. For the most part, however 
when a buyer spends his budgeted funds, he spends them 
on products and services backed by companies, and not 
supported solely by the say-so of even the finest of sales 
men. It is most unlikely that a salesman will carry much 


business to your compe tition if he leaves. Further, he loses 


force when he changes to the competition 
Put vourself in the buver'’s shoes \ personable sales 
man has been extolling the benefits of his p duct for 
ears, when one day he walks in and starts the same 
pitch for a competitive product. You are bound to wonder 
if he is really sincere. Yet, | know managers plagued with 
‘salesmen who are literally wre king their organization and 
et the managers fear their leaving 
Years ago many firms fired men on the slightest provoca 
m. This, of course, is ps choneurotic. Today, we want 
men to be freer within th ompan\ There is a higher 
premium on individual initiative For managers there is 
Tritic h to be Vue d by giving personnel] the il he ads Whe tm 
an emp! vee threatens the organization, knowingly or un 
If he can’t be 
straightened out the easy way, then the manager must 
have the courage to do it the hard way 
Just make sure of m™ thing You must get the facts 
ind have the courage to take the action the facts dictate 
Do not just get the facts that fit your own opinions and 
then take iction to 


knowingly, however, ste ps must be taken 


correspond with your own feelings 


& So mu h for ¢ vrong ones Let’s look at the 
other side getting m the right ones It can best be ex 
pre ssed by an example Jack Cook was 30 vears old and 
working us is ale s Supe rvisor when his company was ab 
sorbed by a larger firm and Jack's department was dis 
solved Until then; he had done a great job He had 
trained himself well and then trained his men. His depart 
well organized, had high morale An\ 


where else Jac k's work would have received some acclaim 


ment was orderlh 


In the muddle and fuss of the merger, however, he was 
overlooked, and he found himself looking for work 

One of his friends told him of a company that needed 
salesmen badly and Jack went down with his resume. He 
did well in the first five minutes of the interview and then 
the interviewer asked him if he had expenence selling 
that company s partic ular product. When he said no, the 
interview was closed 

This happened to him three times on three other inter 
views. On the fourth he expected no progress at all be 
cause he was be ing intervie wed bv Mr ( onnors sales 
manager of a company that manufactured a complicated 
product which Jack knew much less about than he had 
known about the other three. Further, it was a large 
company well known for highly skilled salesmen 

When Connors asked him about his experience, Jack ex 
pected the worst but told the truth. Connors didn’t flinch 
but went right on with other questions. He asked Jack 
what he thought about selling in general, about handling 


salesmen, about distribution methods, about possible mar- 
keting trends coming up 

When they had talked for about 45 minutes, Connors 
told Jack that there was no specific job for him but that if 
he was willing to undergo a training course in the general 
office for a peri xd of a month or so, they would put him 
on the payroll now and find a territory for him when he 
finished his training. Now, just five years later, the depart- 
ment has grown considerably. Connors has moved well up 
the line and guess who has his old job? 

Connors had a theory that you will be hearing more 
about: Look for character and intelligence first in prospec 
tive employees. Companies can train men in business and 
product knowledge, but few have been successful in 
building character where it didn’t already exist. You 
can often temporarily mistake specific knowledge for broad 
education. Where broad education is a desirable attribute 
in employee of strong character and intelligence will seek 
le arning to whatever degree iS required and then some 
Maybe you can’t pin a diploma on it, but after all, we are 
in business to provide good service to our customers, not to 
impress our associates Where both strong character and 
higher education are together in one pac kage, the man 
should have a great future 

lhe first three interviews in Jack Cook’s story point up 
a typical attitude. When we are hiring personnel, we too 
often determine standards for the prospective employee 
that are not practical. We make our job harder than it 
should be. Some common examples of this follow. The. 
don't apply to all interviewers or to all firms, but they do 
apply altogether too often. 


> Experience in our line. There are times when specifi 


experience Is necessary but there are just as many times 


when it is a drawback. Particularly to salesmen, new prod 


continued on next page 


NEXT ISSUE 


Mistake No. 10 


“Failure to Make Long-Range Plans” 
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aes 


never lie! 


Nothing moves so much 


goods so soon as advertising 
in newspapers .. . or in their 
Sunday magazines. Local 

retailers prove that every day. 


PARADE 
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uct and market knowledge can be 
stimulating. Stimulation is the best 
fertilizer for the selling effort. Most 
salesmen, when they have sold the 
same product for a period of years 
tend to get in ruts and depend more 
on contacts and friendships and less 
on the business factors of why people 
buy. They ‘often lose their idealism 
When idealism goes, belief wanes as 
well. With belief goes enthusiasm 
At this point a salesman is wide open 
to all the ills that beset a man who is 
bored with his job—and with himself 


®& Where a new salesman needs a 
vear or so of training before you send 
him out, it is doubtful that you would 
save more than half that time with a 
man experienced with a competitive 
line. You can then measure the six 
months against the many vears he will 
stav with you 

“Our business is different,” 
great joke 
knowing businessmen. The basic a 


is rapid 
lv becoming a among 
tivities in anv business are the same 

Marketing problems ar quite similar 

Selling is the same evervwhere—if 

do it right. When a man tells me his 
I know I am 


“business is different,” 


talking to a man who has spent most 
of his business career in one company 
If it is different, he had better sit back 
for a while and look at it again be 
cause there’s no telling what he’s done 
to make it different. Whatever it is 
the chances are that it isn’t right or 
he wouldn't be the only one doing it 

Products can differ and manufac 
turing processes can be unique, selling 
channels can be unusual, but what 
ever the business you must produce 
some good or service, sell it, and 
finance the sale and production. This 
is all done with people, and when 
people are different they are usually 
put away somewhere 


& Women in selling. Why arent 
more of them hired for selling? Can 
this be 


where 


a form of prejudice? True 
long-term employment and 
promotion from within is a factor 
there is always the fear that women 
will want to get married and won't 
stay with vou. Also, in some selling 
ibs, the grind can be pretty rough 
for female stamina. (This is question 
ible But from the standpoint of 
selling ability, you may take it from 


someone who has trained thousands 


@ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 


MIDWEST UNIT Zam Aron 


For ed [Westerns hme 


July 1, 1960 
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She's 
Sag 
...and Du Pont cellophane’s “tailored protection” 
made the sale more profitable 


Those rolls the lady is buying are as 
fresh as they look 
packaged in one of Du Pont’s special 
cellophanes. 


because they’re 


And we mean a special cellophane 

one of over 100 different Du Pont 
cellophanes. Each is designed to do 
a different job—to provide a differ- 
ent degree of protection. This means 
you get a Du Pont cellophane that 
fits your product’s needs exactly. You 
don’t have to pay for any more pro- 
tection than you need—and you 


don’t have to settle for any less. 
The result: more customer satisfaction, 
fewer returns, more profit per sale. 
And no other packaging material 
can match the selling power of cello- 
phane’s sparkling transparency .. . 
or its colorful printability . . . its 
high-speed machine efficiency . . . its 
versatility in package construction. 
>. . e 
PROVE TO YOURSELF that Du Pont 
cellophane can help you sell more 
. .. package more profitably. Ask a 


Sales Management 


old ! 


Du Pont representative to give you 
all the facts. Du Pont Co., Film 
Dept., Wilmington 98, Delaware. 


Better Things for Better Living 


gh Chemistry 


U PONT 
cellophane 


July 1, 1960 39 


of men and women in selling. The 
women have it all over the boys when 


presentation. They 
of getting mentally to the prospect's 
side of the desk Thev are faster at 
analysis. They are 
Their memories are 
they want to remember And most 


of them like to sell 


highly educated, topnotch women as 
sales personnel tor 
what you would pay the same caliber 
in the male de partme nt 
preciate the iob 


fields, however, you rarely see women 
selling. I'll wager you will within the 
comes to the art and science of next ten vears 
are more capable 


> “Must be educated.” | 


think evervone should go to college 


college 


There is so much to be learned. But 
When only two out of seven high school 
graduates do go. Many less than that 


number graduate 


more diplomatic 
better 


This leaves a tre 
market, and 
smart people are in it 


Here’s another secret. You can hire mendous labor 


some 
about one half Many of our large corporations in 
the past have been headed by men 
who never even saw high school, but 
if one of them were looking for work 


And they ap 
Outside of certain 


looking 
for a 
launching pad? 


Columbus, Ohio, is the place to get the 
grass-roots reaction to your new prod- 
ict Looked upon as one of the truly 
reliable test markets in the nation, Co 
lumbus_ recently as used by the 
Reader's Digest to get a cross-sectional 
view of that magazine's penetration of 
the nation as a whole. The Digest sur- 
rs found their figures matched al- 

o the decimal almost every 


in their book 


take advantage of Colum 

ique character as a test city, 
complete facts on Test City 
request your copy of the new 8&- 


umbus 


Dispatch test market 


REPRESENTED NATIONALLY BY: 
O'Mara & Ormsbeec, Inc. 
New York 


Chicago Detroit 


San Francisco Los Angeles 


e Columbus Dispatch 


and \Columbus Citizen-Journal 


Morning 
, bee 
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today, he wouldn't even get an inter- 
view in most of our corporations 
Does this not defy logic? Hardly any- 
one would argue that if a choice were 
to be made between the college grad 
who has quit learning and the non- 
college man who is studving and will 
continue to studv, the man who con- 
tinues to learn has the better char 
acter. Unfortunately, it takes learning 
to appreciate learning, and chances 
are that the constant learner is al- 
ready founded in formal education at 
college level 

This should not preclude a more 
thorough study of the personnel mar 
ket by our interviewing and screening 
departments. The personnel director 
who is protecting himself by attach 
ing the “must be a college graduate” 
label on his advertisement for appli 


cants is to be que stioned 


> Hiring on personal whims. We all 
tend to measure others by our own 
standards, just as we tend to measure 
ourselves by the acts of others. Inas 
much as our active mentality is the 
sum total of our own experiences, it is 
natural for us to look at an applic ant 
for a position in the light of how he 
"When vou 
have talked to manv managers it is 


conforms to “our picture 


see that even some of the best 
have some strange and illogical re 
quirements which they expect peopl 
to live up te 
white shirts; another on the appli 
cant’s wearing a hat. (I'm glad I don’t 
nee l i job 


One manager insists on 


Some won't hire a man 
who smokes a pipe. I know one who 
mt hire a man who smokes at all 
turned 


An acquaintance of mine 


thumbs down on an applic ant who 
split an infinitive and lost a real 


thoroughbre d to the competition 


& This list could go on for pages 
The real point is that a business is 
successful or not depending on the 
people who run it and who work in it 
Fitting together a team that can meet 
the conditions and requirements 
should not be entrusted to managers 
who lack the courage to get rid of the 
wrong people or the objective ip 
proach needed to recruit the right 
ones * 


Reprints Available 


Each of “The 10 Biggest Mis- 
takes Executives Make” is avail- 
able as a reprint after it ap- 
peors. Price: 20 
Write 
Sales Management, 
Ave., N.Y. 17, N.Y. 


cents each 
Readers’ Service Bureau, 


630 Third 


New product testing—without pressure! 


Put on a new product test in any major 
market, and in twenty-four hours your 
competitors know all about it. They put on 
extra pressure to protect their own 


produ ts—and play hob with vour test. 


Stage your new product tests on Main 
Street, in a group of small towns. You get a 


normal rec eption, reaction, and sale rate. 


Now SUCCESSFUL FARMING opens for 
vou Main Street outlets, in specifi 
Central state markets—through its State 
and Regional editions. Select class 
audiences of any size you want, any 
pine e you want, to take advantage 


of local conditions or spec ial situations. 


The localized editions permit dealer and 
agent listings, divert business directly to 
them. Prices can be used. Special promotions 
can be carried out during the test periods. 
And the advertising costs are peanuts! 

SUCCESSFUL FARMING has added new 
flexibility to a class magazine. The special 
editions are also helpful in testing sales 
programs and « Opy; introducing or supporting 
products market by market. The State and 
Regional editions have the same editorial 


content, fine reproduction, and long life 


that SuccessruL FARMING has always had. 
SUCCESSFUL FARMING families represent 
one of the world’s best class markets. Their 
farms are big—average 336 acres, fifty 
percent larger than in 1945. They are the 
country’s major producers of hogs, cattle, 
milk and poultry. For the past decade, 
their average farm cash income has been 


around 70% above the national farm average! 


And because for fifty-eight years 
SUCCESSFUL FARMING has helped the 
country’s best farmers save work, 
save Waste, save time, save money, produce 
more and make more money—and has 
helped farm families live better—this 
mMmavcazihe has earned a degree of respect 
and confidence that gets extra attention 


and response for advertising in its pages. 


iE the first six months of this vear, 
SF State & Regional editions have carried 
187 advertisements from 77 advertisers 
—show strong symptoms of a success story. 
The ground floor is still open. Ask the 
nearest SUCCESSFUL FARMING office to show 
you the advantages of the ultra-flexible, 
highly localized, market-fitted, and low cost 
State and Regional editions. 


Successful Farming 
..+ Des Moines, New York, Chicago, Atlanta, 


Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 


Joston, Cleveland, Detroit, 
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This is just one of the 


Florence has more than beauty. 
Florence has the vitality of the new South, 
the scope of fertile fields, the energy of 
industry. And Florence has WBTW, a 
telévision station whose signal unifies an 
area of 215,000 tv homes, wraps up a 
significant market for advertisers. 


faces of Florence 


@Qwstw 


Florence, South Carolina 


Channel 8+ Maximum power + Maximum value 
Represented nationally by CBS TV Spot Sales 


A Jefferson Standard Station affiliated with 
WBT and WBTYV, Charlotte 


— Si 


CO-OP ADS 


excise tax refunded 
on co-op payments 


EXPORTS 


top talent tapped 
to aid selling abroad 


TRAINING 


$1 million to boost 
distributor selling 


MARKETING NEWSLETTER 


Co-operative advertising, now under strong scrutiny after re- 
lease of FTC's guidelines (SM, June 17, page 83), is being 
viewed with renewed love in certain quarters. Sellers of prod- 
ucts that are excise-taxed—some $10 billion in taxes a year— 
are favorably affected by recent Frigidaire case. The company 
got an excise tax refund on co-op ad payments to dealers. This 
decision by Court of Claims opens door to similar refunds for 
other marketers, gives co-op advertising a new plus. 


Legislation based on Frigidaire decision will deserve watching 
in closing days of Congress. Identical bills are sponsored by 
the ranking Democrat and Republican on the tax-writing House 
Ways and Means Committee. ... In initial form, the bills cover 
only newspapers, radio, TV; would limit to 5% of sales price the 
amount of co-op ad funds excludable from tax. This will be sub- 
ject to change—if the bills make headway. 


Sellers eying foreign markets need not go far to tap Uncle Sam's 
till for free know-how. They can get it from any of 33 stra- 
tegically located regional businessmen committees now operat- 
ing under Commerce Department's new National Export Expansicn 
Committee. .. . Commerce has drafted some top sales talent from 
industry to serve in field offices as Export Expansion Field 
Sales Managers. Examples: Al N. Seares, former president of 
National Sales Executives, is one of two consultants in Com- 
merce’s New York office; in Chicago it's Wm. C. Gordon, former 
executive director of American Marketing Assn. 


Overseas selling opportunities are also being stressed at vari- 
ous marketing conventions. President Ray R. Eppert of Burroughs 
told Association of Industrial Advertisers how to overcome low- 
wage advantage of foreign competitors. Exploiting our tech- 
nological and marketing advantages is the answer. "We must 
aggressively export what might be termed Model II products while 
the importing territories are in a Model I phase. As they move 
into a Model II position, we must be in Model III." 


More companies are plowing more money into Sales training than 
ever before. .. . Graphic example is stainless steel, where 
many millions are being invested this year to train distributors 
and salesmen. Republic Steel's new $l-million program ranks 
among most extensive sales training efforts ever put behind a 
Single product line. It follows disclosure of Jones & Laugh- 
lin's big "new deal" for distributors (SM, June 17, page 12). 


Republic's dollars will be funneled into schooling distributors 
(who handle 70% of company's sheet stainless) in product tech- 
nology and industrial selling methods—wmore evidence that the 
salesman is still the vital link in the marketing chain. 
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NEWSLEPTER (continued) 


ADVERTISING 


new impact on 
hard-to-swallow claims 


BACKFIRE 


an object lesson for 
consultants and clients 


MISCELLANY 


news and ideas 


of marketing note 


Marketers are hailing the giant step taken by B. F. Goodrich to 
knock down those hard-to-swallow ad claims. The big tire mak- 
er’s recent ads are drawing widespread praise for publicly crit- 
icizing some rival manufacturers’ claims that "describe third. 
line tires in the most glowing terms" without saying such tires 
are third-line quality. Goodrich's print ads, signed by Presi- 
dent J. W. Keener, boldly assert: "We'd rather lose a few quick 
sales than have you lose your life. . .. We will not trade on 
words like speedway-proved and stronger than new-car tires to 
confuse third-line with first-line tires." 


Goodrich is setting the pace. Look for other companies, in 
many industries, to move against the near-deceptive or almost- 
misleading ad claim (see our feature, "Those Hard-to-Swallow Ad 
Claims," May 6, page 33). . . . This new type of down-to-earth, 
state-the-facts advertising will force many companies to re- 
appraise their marketing objectives and strategy. 


Demand is running high for the new "Advertising Truth Book*— 
a really significant step in efforts to raise ad standards. 
FTC's Chairman Earl Kintner declared that "this manual fills 
@ real need. .. . It furnishes an outline of basic rules ap- 
plicable to all types of advertising as well as an excellent 
list of source materials available to aid in solution of partic- 
ularly knotty problems that may arise." ... Every company 
should Study it closely. Marketers of industrial or consumer 
products can do well to adopt it as a code. For copy, write 
Advertising Federation of America, 250 W. 57th, N.Y. 19. 


Marketing consultants—as well as their clients—are noting 
what can happen to even the most respected consultants when they 
undertake political assignments. Example “‘A" is McKinsey é& 
Co., big New York firm with branches in five cities. ... The 
Post Office paid McKinsey $137,000 for an 8-month study of im- 
pact of rate increases. The McKinsey Report was P.0.'s ace-in- 
the-hole in this year's postal rate battle, relied on to prove 
that nobody would be badly hurt by more rate hikes. ... No 
sooner had the report been unveiled than it became a target for 
attacks from all sorts of mail uSers—newspapers, magazines, 
direct mail advertisers, etc. Note: Same people shooting at 
McKinsey are those who hire consulting firms. 


Standard Brands and its ad agency, Ted Bates & Co., have con- 
sented to an FIC order forbidding them to use misleading ad 
demonstrations of Blue Bonnet margarine. . .. New step in ap- 
pliance warranties: "lifetime" warranty now granted by Easy 
Laundry Appliances on its automatic washer transmission. ... 
More cans are Showing up on soft drink shelves. Bottlers of 
Coca-Cola, Pepsi-Cola, 7-Up, Canada Dry, other drinks, are 
Switching some output to cans, backing it up with ads, P-0-P 
displays. . .« »« New one-week course in packaging management 
will be inaugurated by American Management Assn. Oct. 31 in New 
York. For details, write AMA, 1515 Broadway, N.Y. 36. 
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Pioneer 
makes 
them... 


LOOK 


“We keyed a major part of our 1959 Christmas 
belt promotion to a magazine advertisement 
that ran exclusively in Loox, and we had one of 
the biggest holiday selling seasons in our his- 
tory,’ says Martin Master, Manager of Advertis- 


ing and Sales Promotion, Pioneer industries, Inc. 


Pioneer has advertised its men’s wear accessories 
in LOOK every year since 1952. In 1959, Look car- 
ried more Pioneer advertising than any other 
consumer magazine. A full-page dealer-listing 
insertion in the December 22 Look, featuring 
the Stretchway belt with new Changeway buckle 
plaques, was credited with helping make Christ- 
mas 1959 a Pioneer sales record-breaker. 


“Our LooK ad started selling on the dealer 


sells them 


MEW CHANGEWAY BUCKLE 


+ a 


level,” reports Advertising Manager Master. 
“When we announced plans for the ad, so many 
dealers wanted to be listed—and they had to stock 
our belt in depth to be eligible—that we had to 
order a four-way geographic split run.” 

Consumer reaction? Says Mr. Master: “Retail- 
ers say people for miles around came in with 
LOOK in their hands, looking for the new Pioneer 
belt. One dealer got an order, with the ad, from 
Alaska! Look can take a bow for co-starring in 
one of our most successful promotions.” 

In the first quarter of 1960, only LookK—among 
all major magazines—attained record highs in 
circulation and advertising revenue and adver- 
tising pages. One reason for this unmatched vi- 
tality is LooOK’s outstanding ability to produce 
sales results. For Look means sales. 


SAVE 20/ 


CAPITAL AIRLINES ANNOUNCES 


FESTIVAL FARES 


“NEW YORK! 


(uly 7-Sept. 1) 


Plan your summer vacation now at New 


York’s Summer Festival. Fly Capital to New 
York this summer at the lowest fares ever 
offered! Save 25°, on first class, 18% on 
Cardinal Coaches. That’s less than it costs 
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to drive! What’s more, 
Capital’s Summer Festival Vacation Plan in- 
cludes hotel rooms, theatre tickets, sight-see- 
ing...all at the lowest possible rates! Call your 
travel agent or the Capital office nearest you. 


When to Switch to Distributors 


SESE REE CRC ESO EEA ES 


Pratt & Whitney Co., manufacturer of metal cutting tools and 


small gauges, had everything—high quality, years of high repu- 
tation, yet expansion was limited—it was obvious that the sales 


force couldn't sell widely enough. P&W needed wider outlets. 


BEAST OREN: 


After 100 vears of selling direct 
through its staff of factory sales engi 
neers, Pratt & Whitney Co. (division 
of Fairbanks Whitney Corp.) is turn 
ing over sales of its metal cutting 
tools and small gauges to distributors 
The reason, Says General Sales Man 
iver J. H. W. Conklin, is a desire to 
break into a higher level of volume, 
ind at the same time improve indi 
idualized service to its customers. By 
distributors, Conklin hopes to 


sales as much as 200% 


tisiti 
hoos 

Although the shift is new for Pratt 
& Whitney, its major competitors 
Cincinnati Milling, Brown & Sharpe 
ind National Acme have been using 


’ 
~ 
’ 


distributors for several years now 


Why the sudden change? And how 
will it affect the company s marketing 
picture? “For one thing,” explains 
Conklin, “our quality was known to 
be as good as any in the field. Ou 
prices were competitive, and yet we 
were not able to expand sales at a 
satisfactory rate. It was obvious that 
our small force of 50 sales engineers 
could not sell and service, and at the 
same time hit a wide enough arc of 
potential customers.” 

It was at this point that Conklin 
was forced to re-examine the com 
pany s policy of distribution. He 
could increase the sales force, but that 
would mean an additional long-term 


expense before any profits began roll 


SES Pe SE BRE 


ing in. The only alternative was to 
expand through the use of distribu 
tors. However, there were all kinds 
of pros and cons to weigh before tak 
ing the step. 

First—how to find the right dis 
tributor? Conklin worked through the 
regional offices in querying some of 
the company’s standing customers 
What distributors did they find most 
capable? Which delivered fast and 
efficient local service? Which ones 
had experience in closely related 
lines? 

After finding the distributor with 
the right qualifications, P&W often 
had to win him away from a com 
petitor’s line. “Price situations were 


The Case for Distributors 


These were the pros and cons, in order of importance, that finally 
determined Pratt & Whitney's decision to sell through distributors. 


Advantages 


National expansion is facilitated by simple 
addition of distributor instead of lengthy build- 
up of regional sales force. Entry into a market 


can be made immediately. 


Distributor provides long experience and com- 


prehensive knowledge of the market 


Distributor, with numerous lines, gains easier 
access to prospect, while salesman with single 


line, may not get in at all. 


Straight commission makes for predetermined 


selling expense. 


Little or no cost is incurred until sales are 


made 


Expenses for selection, recruitment, mainte- 


nance, warehousing are eliminated 


Disadvantages 


Control over sales activities is lessened in such 


areas as servicing, frequency of calls. 


As a rule, distributors are not well qualified to 
handle products requiring extensive technica! 
knowledge. 


Special treatment (discounts, incentives, etc.) is 
often necessary in order to obtain favorable 
or even equal treatment from distributor. Dis- 


tributor may drop line. 


Elimination of field sales force cuts out an 


important area for executive training. 


Cost of selling product in advance stage of 
sales development may be kigher with dis- 
tributors. 
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You 
wouldn't 
build 
half\a 


lighthouse . . . 


Like a lighthouse, a business transaction isn’t 
worth much until it’s completed . . . when your 
invoice is paid. After you’ ve made the sale and 
the shipment, AMERICAN CREDIT INSURANCE 
helps you finish the job . . . completes your 
profit cycle . . . protects your capital investment 
in accounts receivable. 


The one thing that permits deeper market 
penetration is security... the security of com- 
mercial credit insurance. AMERICAN CREDIT 
INSURANCE facilitates sales progress . . . helps 
you add more new customers, sell more to pre- 
sent customers . . . by elevating lines of credit 
with security and stability. 


Is your credit insurance policy up-to-date? 


Extend your market penetration... your 
profit protection...wih American 
Credit insurance 


Call your insurance agent .. . or our 
local office. Send for informative 
booklet on the sound sales advan- 
tages of modern credit insurance. 
Write AMERICAN CREDIT INDEMNITY 
Company of New York, Dept. 59, 
commercial credit 300 St. Paul Place, Baltimore 2, Md. 


insurance exclusively 
since 1893 
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inflexible,” explains Conklin. “We 
could claim no advantage with dis- 
counts or special incentives. What we 
had to offer, in addition to our name, 
is a unique sales and servicing pro- 
gram reinforced by a staff of tech- 
nically trained sales engineers.” These 
features, plus continuous factory edu- 
cation and promotional assistance, 
swung many distributors over to 
P&W 

Another problem was that in using 
a distributor Conklin would retain 
very little control over such things as 
calls, servicing and demonstrations by 
the sales force. To keep a steady flow 
of communication and assistance be- 
tween factory and distributor, Conk 
lin will have the original group of 
staff sales engineers work through the 
company's 18 regional offices to sell to 
distributors as well as to help train 
distributor salesmen and aid them 
with servicing problems 


& In the move from direct sales into 
a kind of liaison and servicing posi 
tion, many of the sales engineers 
would become dissatisfied. Commis- 
sions would be lower on their sales to 
distributors —and P&W might lose 
some important personnel. To offset 
this, the company pointed out that the 
greater volume resulting from distrib- 
utors would make up for lower com- 
missions. Those men who still pre- 
ferred selling direct were then trans 
ferred to the more complex lines of 
machinery that could not be handled 
by distributors 

Pratt & Whitney manufactures 
three lines of products: (1) cutting 
tools and conventional gauges, (2) ma 
chine tools, and (3) instrument gauges 
Machine tools and instrument gauges 
are highly technical and require com- 
plex servicing. For this reason Conklin 
felt it was best to contiaue selling 
them direct However, with the 
proper training, the distributors’ sales- 
men could explain and service all the 
normal problems in the metal cutting 
tool line. To supolement the sales en 
gineers’ efforts, P&W brings its new 
distributors into the plant to give 
them a better picture of the cutting 
tool operation, from the —— 
stage on up. It also aids distributors 
with general advertising in business 
papers and co-op ads. 

Conklin explained that while costs 
will probably increase (the distributor 
receiving the usual 20% off list price), 
P&W hopes to more than make up 
for this by the larger sales volume 
and production runs. The company 
also hopes to save money by Simi- 
nating its own distribution ware- 
houses. At the same time, paper work 
will be cut down as a result of larger 
volume for individual orders. © SGD 


WHEN YOUR PRODUCT I8 FOR PEOPLE OF TASTE —REMEMBER 


The Chicagoans with more money 


to spend...spend more time with the 


CHICAGO DAILY NEWS 


The Chicago Daily ey rries more food linage than any other Chicago whose median income $1070 a year higher than Metropolitan Chicag« 
paper more than any other evening paper in the nation. Why? Beczuse 1s a whole. What's more, the Daily News median adult reader spends at 


the Daily News is read by families who spend more money on food least 35‘ |, more time with his paper than readers of the other Chicago dailies 


ae : : * mut ¢ 


iit 


> 
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Lucien O. Crockett, President of Goodrich-Gulf Chemicals, Inc., in 
his company’s synthetic rubber pilot plant at Avon Lake, Ohio. 


“How research and advertising 
team up to diversify our markets” 


“When a crash program launched the synthetic ‘Advertising, in selected business publications 

rubber industry in World War II, it was to meet like McGraw-Hill’s, has publicized these develop- 

one overpowering need—tires. ments, created interest and confidence in our ma- 
“Since then, our industry has grown by pene- _ terials to help put them into everyday use. 


trating additional markets. Product research has “Such advertising will be even more important 
developed special rubber polymers for the floor tile in the months ahead. For we are now at the thresh- 
you walk on, the soles of your shoes, the battery in old of major breakthroughs in synthetic rubber 
your automobile, the cushion in your chair. technology ... and more diversification.” 


_ McGraw-Hill , 


roe Pn s GG £2 F 7 
McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


More than one million key men in business and industry pay to read McGraw-Hill publications. 


WORTH WRITING FOR. . 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Your Promotion Dollar 


How to get more for it in Wiscon- 
sin is detailed in this Supplement No 
1 to the Wisconsin Newspaper Ad 
vertising Executives Association's pre- 


sentation titled, “How to Get More 


for Your Promotion Dollar in Wiscon- 
sin Through Newspaper Advertising.” 
In worksheet form, it presents up- 
dated information for each daily 
newspaper in Wisconsin: circulation 
by zones, rates, costs of 140-, 600- and 
1,000-line and full-page ads, with ap- 
propriate subtotals, plus mechanical 
requirements. Included is a new table 
showing (county by county) the cov 
erage of all dailies and weeklies, radio 
and television sets in use day and 
night. Write Dept. SM 
Newspaper Advertising 
# ssn. P. O. Box 1012 
Wis 


Wisconsin 
Executives 


Madison 1, 


Eating Out 

More than 48 million Americans 
“eat out”™—43% of the nation’s adult 
population — according to this study 
conducted by Benson and Benson 
Inc., in cooperation with National 
Restaurant Assn. and sponsored by 
General Foods Corp They average 
three and a half meals a week away 
from home, for which thes 
$10.97 weekly per family. This adds 
up to a whopping $1-billion monthly 
expenditure 


spend 


not including the sums 
spent by children under 18, who eat 


up additional 


millions of dollars’ 


worth at soda fountains, drugstores 
and school cafeterias Some of the 
survey highlights: Women pay more 
for breakfast than men do 


for dinner 


but less 
Lunch is eaten away from 
home most often—61% of all meals 


eaten out; 28% are dinners and 11% 
breakfasts. Three percent of all peo 
ple eating out—about 3.4 million—have 
credit cards, and 2% use them to 
charge meals in restaurants. For the 
full report, write Dept. SM, Institu- 


tional Products Division, General 


Foods Corp., White Plains, N.Y 


STUDY OF 
THE MAGAZINE 
MARKET 


The Magazine Market 


A 72-page summary report of the 
findings of a study conducted by the 
Market Research Corporation of 
America through its National Con- 
sumer Panel. It measures media ex- 
posure to household heads; relates de- 
gree of media exposure to actual 
household expenditures for specific 
products; provides qualitative, com- 
parative facts on household overlap 
between magazines and evening tele- 
vision. Findings disclose that the 
greater the magazine exposure to 
household heads, the higher the 
households’ educational and income 
level, the greater the households’ buy- 
ing of most products and services 
Write Gibson McCabe, Chairman, 
Magazine Advertising Bureau, Maga- 
zine Publishers Assn., Dept. SM, 444 
Madison Ave., New York 22, N.Y. 


What'll the Lady Have? 

A survey report of alcoholic bev- 
erage buving by the working women 
of Detroit. It shows that no longer 
is the man of the house the sole buyer 
of alcoholic beverages or the only 
decision maker as to which brand to 
buy: 10.9% of married women say 
they determine the brand; 28.3% re- 
port that their husbands decide, and 
54.0% say the decision is made jointly 
Other highlights: a breakdown on 
brand choices of whiskies and wines 
age and marital status statistics of 
women interviewed, and a breakdown 
of income groups. Write Robert M 
Wheeler, Advertising Director, The 
Detroit Free Press, Dept. SM, 321 W 
Lafayette Blvd., Detroit 31 Mich 


Photographic Calling Cards 


This booklet describes a new door- 
opening aid for sales representatives 
—a business card with a color picture 
of its bearer in addition to the usual 
name, title and company identifica- 
tion. Write Dept. SM, Professional 
Sensitized Goods Sales Division, East- 
man Kodak Co., Rochester 4, N.Y. 


New Car Dealers 


A study conducted among 40,000 
new-car dealers to measure their 
magazine reading preferences among 
the six major magazines in the news 
and management field 
Week, Fortune, Nation’s Business, 
Newsweek, Time, U.S. News & World 
Report). The purposes were: to de- 
velop information about the nature of 
the new-car dealer market; to deter- 
mine which of the six magazines these 
dealers read regularly for general or 
business news; to find out which one 
magazine they find most useful to 
them in their work; to determine in 
which one magazine they place the 
most confidence. Write Harold L 
Behlke, Vice President in Charge of 
Advertising, U.S. News & World Re- 
port, Dept. SM, 45 Rockefeller Plaza, 
New York, N.Y. 


(Business 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in Sales Management? 


Packaging: Details on a cost-cutting way 
to make a top-quality package with 
thermoformed acetate sheeting. Celanese 
Plastic s Co i Division of ( elanese ( orpor- 
ition of America. Dept SM-1 s1-F, 744 
Broad St., Newark 2, N.J 


Advertising Results: Case histories of re- 
sults obtained by advertisers in 19 classi- 
fications of business. The Wall Street 
Journal, Dept. SM, 44 Broad St., New 
York 4, N.Y. 


Sales Appeal Ideas: New ways to add 
sales appeal to your products by using 
pressure-sensitive materials. Also samples 


showing how products can be improved, 
costs reduced and even new products 
created. Fasson Products, Division of 
Avery Adhesive Products, Inc., Dept. SM, 
250 Chester St., Painesville, Ohio. 


Product Presentations: How to trade up 
your line with plastic 3-D covers for your 
presentations. National Blank Book Co 
Dept. SM-405, Holyoke, Mass 


Exhibit-Moving Service: Illustrated book- 
let showing how you can introduce new 
products, textures, patterns, etc., “on the 
road.” Aero Mayflower Transit Co., Inc., 
Dept. SM, Indianapolis, Ind. 


Selling Tools: How to help your sales- 
men do a better ‘ob of prospecting, close 
more of the difficult sales, increase aver- 
age size of orders, and hold on to regular 
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customers. Joseph Luchs & Staff, Dept 
SM, P.O. Box 216, Philadelphia 26, Pa 


Sound Films: Details on the uses of them 
in sales promotion and sales training 
Bell & Howell, Dept. SM, 7190 McCor- 
mick Rd., Chicago 45, II 


Warehousing: Complete information 
about a pay-as-you-use plan. Also a di- 
rectory listing locations and space avail- 
ability to fit your needs. American Ware- 
housemen’s Assn., Dept. SM, 222 W 
Adams St., Chicago 8, Ill. 


Marketing Assistance Program: A de- 
tailed description of a penetrating mar- 
keting research program to help you 
chart your salesmen’s territories. Chilton 
Co., Dept. SM, Chestnut and 56th 
Streets, Philadelphia 39, Pa. 
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Suspicion 
Confirmed: 


EWDbD CORPORATION ciuintTonville. WISCONSIN 


Mr. Robert Jordan April 12, 1960 
Midwest Advertising Manager 

THE WALL STREET JOURNAL 

71l West Monroe Street 

Chicago 6, Illinois 


Dear Mr. Jordan: 


We have known for many years that THE WALL STREET 
JOURNAL was an excellent place for telling our 
pan gee story. We also suspected that it was good 


that we decid ied to give you the "test." 


As you know, we ran an 800-line ad in the February 15 
issue of the Journal, which tied-in directly with the 
Ready-Mix Concrete show in Chicago. Although we 

stayed with our usual format, our ad was a hard working 
one -- definitely product oriented. 


The results? Excellent. We traced three direct sales 
to the advertisement and we know that many follow-up 
sales were influenced by your coverage. When you're 
talking about the cost of Ready-Mix trucks, then 

three direct sales really mean something. 


You can rest assured that THE WALL STREET JOURNAL will 
be slated to do a lot more of this kind of work for 
the FWD Corporation. 


Sincerely, 


AnecKaaek- 


Director of Merchandising 


FORMERLY THE FOUR WHEEL ORive AUTO COMPANY 


THE WALL STREET JOURNAL 
Advertising Sales Offices: 
ATLANTA « BIRMINGHAM « BOSTON + CHICAGO + CINCINNATI + CLEVELAND + DALLAS + DETROIT + HOUSTON 


KANSAS CITY + LOS ANGELES - MIAMI « MINNEAPOUS + MILWAUKEE « NEW YORK CITY + PHILADELPHIA 
PITTSBURGH + ROCHESTER - SAN FRANCISCO + ST. LOUIS + SEATTLE - WASHINGTON, D. C. 
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Short, Sweet Spin 


Of the 


Whirley-Whirler 


Given the marketing savvy, a ready-made distribution set-up, 


and a public on the rebound—all that was missing was the prod- 


uct for a new fad and a quick, happy profit. Then the would-be 


marketers remembered an old-time stunt from vaudeville . . 


Two sales consultants who wanted 
to test their own marketing theories 
are now making big money in the toy 
business. They are also teaching the 
big toy makers a lesson in how to plan 
and market a new product 

Late in 1958 the multi-million-dol- 
lar hula hoop bonanza was in its last 
days. While the country was develop- 
ing mass sacroiliac problems, Lou 
Westheimer and John Hyatt were 
looking for the successor to the hula 
hoop. Studying the hula’s success, 
the consultants categorized the ele- 
ments necessary for a tov to follow 
the hula 

They decided it should be an ac- 
tion-type toy of interest to all age 
groups, especially one with which 
children could be more proficient 
than adults; it should be priced be- 
tween $1 and $2, the dollar range 
that had already been created; should 
be an indoor-outdoor toy, and one 
which would utilize the same distri- 
bution set-up as the hula. 


© To find such a toy, John Hyatt 
studied old vaudeville and juggling 
acts. A trick he had seen as a 
youngster, on the stage of the Or- 
pheum Theatre in St. Louis, sug- 
gested the answer—a spinning plate. 

Westheimer and Hyatt assigned 
the project to an engineer, soon had 
a plastic plate which could be spun 
on a wand; and the $7-million spin- 
ning plate was born 

The selection of the name “Whirley- 
Whirler” was no accident. A search 
of the records indicated that most of 
the big toy successes used double 
rames with similar initials, such as 


hula hoop, Yo-yo, Ping-pong and 
many others 

“Every wholesaler and retailer who 
had boosted sales with the phenome 
nal volume of the hoop suddenly had 
had a vacuum,” reports Hyatt. “Our 
plan was to fill that vacuum.” The 
initial marketing phase was an all-out 
drive to fill the supply pipeline which 


was created by the hula hoop 


® In the absence of a sales organiza- 
tion, the logical answer to the man 
power problem was to use toy sales 
representatives Westheimer and 
Hyatt telephoned leading representa- 
tives and offered to pay their expenses 
to St. Louis to attend an “introduc- 
tory sales meeting.” Typical of the 
speed with which the Whirley was 
marketed, 15 representatives arrived 
in St. Louis on a Sunday morning 
The meeting was held in a conference 
room at the St. Louis Municipal Air- 
port; and by the end of the day the 
reps were on their way home with 
samples, advertising literature, order 
forms and territorial assignments 
Within three weeks the Whirley had 
been placed on counters in every 
major and secondary market in the 
nation 

With the pipelines filled, West- 
heimer and Hyatt directed the newly 
formed Whirley Corp. into its second 
phase — completing the sales cycle. 
To develop maximum consumer de- 
mand, the Whirley-Whirler had to be 
made a national fad. 

Public relations personnel in St 
Louis, New York and Los Angeles 
were employed to conduct a full- 
scale publicity campaign. By staging 
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DISH ON A STICK—Revamped from an 
old vaudeville juggling act, the 
Whirley-Whirler followed the hula- 
hoop fad for a $7-million market coup. 


unusual publicity stunts, they secured 
national newspaper coverage from 
AP and UPI. Twenty-five national 
TV shows used the toy for a prop or 
a show stunt. 

Television was purchased by the 
Whirley Corp. on a market-by-market 
basis, with either Westheimer or 
Hyatt placing the advertising sched 
ule while on the spot in selected 
cities. By purchasing time on a hand 
picked basis and by personally study 
ing each station’s programs to obtain 
maximum audience, they were able 
to obtain almost twice the normal 
dollar value of a $100,000 ad budget 

First choice for Whirley advertis 
ing was the demonstrator-type appeal 
of television. However, radio also was 
used in many cities, and a number of 
stations used free Whirleys for pre- 
miums or contest prizes. Newspaper 
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TULSA’S new $35,000,000.00 AIR TERMINAL 


This new project will not only mean greater payrolls and 
construction, but puts Tulsa ahead of most mid-western 
cities for the jet age. For real: response to your advertising, 
select bustling, vital TULSA, one of the TOP FIFTY markets 
in the U.S.! Remember, you're not “in” Oklehoma, unless 
you're in Tulsa. 


For More Business, Use the Oil Copitel Newspopers 


> TULSA WORLD | 


TULSA TRIBUNE 


MORNING ° EVENING * SUNDAY 


Represented Nationally by The Brenham Co. Offices in Principal U.S.A. Clitles 


© Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 


Prams Pansce | Wettnces HPC Pew e | 
fe ae 
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advertising was used only in major 
cities to support large toy buyers. 
Traditionally in the industry a new 
tov is copied, “knocked off,” with even 
greater speed than a fashion item 
With a short life ahead, the Whirley 
was priced to allow for a fast reduc 
tion to throw competition off balance 
at the peak of the sales campaign 
Originally it sold for 67% cents to 
jobbers and $1.00 to retailers — to be 
sold at $1.49 to the consumer. When 
competition entered the market, job 
bers prices were reduced to 45 cents 
and retailers’ to 60 cents, for a $1.00 
consumers price Both jobbers and 
retailers were given additional mer 
chandise when the price « ut came, t 
compensate for inventory on hand 
“The price cushion we enjoved 
before the tov became a $1.00 re 
tailer was used exclusively for our 
heavy introductory advertising and 


promotion costs,” Hyatt reports 


> Early in the sales campaign West 
heimer and Hvatt ruled out bonuses 
or sales incentive plans. “We believe, 
says Hyatt, “that the greatest incen 
tive is a high commission.” Some rep 
resentatives are reported to have mace 
is much as $15,000 in commissions 
during the life of the Whirles 

The fad, which was created in No 
vember 1958, came to an end abruptly 
in May 1959. In seven months, $7 
million worth of spinning plates are 
estimated to have been sold The 
Whirley Corp. accounted for about 
half the total volume 

When copies started to appear 
Westheimer and Hyatt knew the fad 
was about over and halted produc 
tion. By the time the public was' 
through spinning plates the total in 
ventory of the Whirley Corp. was 
limited to a few gross which was 
given to charitable organizations 

Introducing a toy slightly before 
Christmas and hitting it with full 
blast promotion after Christmas; using 
publicity as a basis for marketing 
instead of as incidental to a cam 
paign; and creating a national fad 
ire tec hniques that have made the 
tov industry take a second look at its 
traditional ways of marketing 

This summer Westheimer and Hyatt 
hope the nation will be eating off 
“Home Plate y when the baseball sea 
son gets hot. Home Plate is a plastic 
dinner plate or snack tray made in 
the shape of home plate and bearing 
the home baseball club's insignia 
Westheimer and Hyatt believe they 
have another good public ity story 
They have registered the name, 
“Home Plate,” are the sole owners of 
the name, and have already received 
exceptional interest on the part of TV 
ind radio sponsors . 


like \:r alifornia 


» THE SACRAMENTO BEE 
without the © ‘THE\MODESTO BEE 


Billion-Dollar | oo ee 
Valley of the Dies \ es 


Actually, total effective buying income of more families in this free-spending area, which in- 
than $3 billion cludes the nation’s richest agricultural market 
Buying income 44% greater than San Francisco and a growing industrial population. 


Not covered by San Francisco and Los Angeles Doesn’t your message belong in the Bees? 
newspapers 


Newspapers from the coast simply don’t go 


California isn’t California without the boom- home in California’s inland Valley. 


ing Billion-Dollar Valley of the Bees. Bee 
newspapers cover the vast majority of the Data source: Sales Management’s 1959 Copyrighted Survey 


M°oCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE 
McClatchy gives national advertisers three types of discounts . . . bulk, freq y and » combined bulk-frequency. Check O'Mara & Ormsbee for details. 
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Don't Tie Incentives to Volume 
When It’s Profits You Want 


Photostat Corp. was living proof that a company can have rising 


sales volume while profits decline steadily. Prime reason was 


that all incentive pay was based solely on volume. So a 


crash program was set up to raise profits with a new pay plan. 


A vear ago, when Itek Corp bought 
Photostat Corp., Rochester, N.Y., it 
found as many compensation plans as 
there were salesmen 

Some men were given base pay plus 
commission, some took straight over- 
rides on all sales. But all incentives 
were based solely on volume 

This explains, in part at least, why 
Photostat had been suffering a steady 
decline in profits (from $774,438 in 
1950, to losses of $49,010 in 1957 and 
$130,639 in 1958)—along with a 
steady growth in volume (from $10.8 
nillion in 1949 to $19.4 in 1958 


NO TIME OUT—Reorganization at Photostat meant a lot of 
shirt-sieeve sessions like this one for the marketing team 
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Other reasons for the paradox: a 
monstrous, three-headed sales setup 
in which the divisions competed 
maintained separate branch offices in 
the same cities, and created their own 
prices on some 20,000 ithms, unham 
pered by any standard lists Some men 
on straight commission sold during 
only three weeks of each month be 
cause they ran out of funds on the 
fourth; others had drawn far too much 
advance pay 

Itek-selected President Kenneth M 
Leghorn started his reorganization 
program by bringing in a new gen 
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eral sales manager, Tom Bell, who 
immediately set up a crash program 
to tie compensation to profit—and re 
ward group cooperation. 

“Our basic problem,” says Bell, 
“was that branch managers had au- 
thority, but not profit responsibility.” 
He consolidated the three divisions 
into one, released about 40% of the 
sales force, and set up the company’s 
first personnel and training depart 
ments. Next he sent interviewers and 
questionnaires to the company’s re 
maining 120 salesmen and 20 branch 
managers to try to determine their 
hopes, ambitions and fears 

Within six months, during which 
three men worked full time on the 
face-lifting, Bell, Leghorn & Co. un 
veiled a master plan which includes 

Pay and bonus based on sales and 
branch profits (see box on page 58 

Fringe Benefit Program for every 
me (branch manager, salesmen, serv 
ice men, branch clerks) consisting of 
life, hospitalization and medical in- 
surance (including preventive medi 


ime air travel insurance: eight paid 


UR 


% 


that had to get the company on a profitable sales footing. 
Note that product is on hand during the planning session. 


This new 
National 
Yellow Pages 

e 
will sell our 
hest prospects 
..- Make 
our national 
advertising work 
harder locally. 


eteeeeeeeeoeeeeeeeeeeeeeeeeeee 


TELL ME MORE % 


Acct. Exec.: More? Well, it’s an all-new 
service! Cuts the red tape out of buying 
Yellow Pages advertising. 


AGV Mgr. How? 


Acct. Exec. : Now we can buy any combina- 
tion of over 4,000 Yellow Pages directories 
all over the country to match our markets 
— with just one contract. 


ACV. Mgr. - But we have individual problems 
in our various markets! 

Acct. Exec.: That’s another Yellow Pages 
plus. We can vary our space sizes, and vary 
our message to meet the competitive needs 
of our various markets. 

’ , . . 
Adv. Mgr.: What was that about reaching 
our best prospects? 


Acct. Exec.: The Yellow Pages does just 
that. People turn to it when they’re ready 


to buy. That’s what the Yellow Pages rep 
called them — our “Ready-to-Buys!” 


> Wi ete 


L0V. D2gT.: And we can really sell them in 
the Yellow Pages? 


Acct. Exec.: Right! New NYPS lets us put 
selling ads in local Yellow Pages directories 
... ads that tie in and work hard with our 
national campaign. 


Adv. M £T.: Sounds good. Why not draw up 
a proposal on NYPS for us? 


Acct. Exec. : I just “happen” to have it right 
here with me! 


NATIONAL 
NEW | ve.tow paces 
‘| SERVICE 


ONE CONTACT/ ONE CONTRACT/ONE MONTHLY BILL 
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preparing 
art for 


For helpful hints, friendly 
suggestions or technical advice... 
that can save you time, avoid errors 
or help you get the kind of repro- 
duction you want, just call JUdson 
2-1396. You'll be talking to Ad- 
master, America’s headquarters for 
slide know-how and reproduction 
facilities. Any size or type slide... 
color or black & white...one-of-a 
kind or large runs... Admaster can 
do the job right. Tough deadline? 
Admaster offers SAME DAY 
SERVICE on all types of slides... 
including color! As long as it has 
something to do with a slide, give us 
a call...anytime. 

FREE! Send for your copy of 
“Practical Specifications for Visual 
Aids”... packed with valuable slide in- 
formation. 


Admaster 


PRINTS, INC. 
ADMASTER BUILDING 
1168 SIXTH AVE., N.Y. C. 

JUdson 22-1396 


holidavs;: paid vacations and _ retire- 
ment benefits Company foots more 
than half the bill. 

Provision of automobiles, for the 
first time, to eligible salesmen. 

Seven-step salary scales for every- 
one—including supporting branch per 
sonnel—with semi-annual reviews. 

To sell the program, Photostat first 
called in branch managers for a 3-day 
briefing, then marched them back to 
the field, armed them with flipcharts 
spelling out —and_ illustrating with 
dollar-and-cents examples—how each 
phase of the pay plan worked 

As Tom Bell points out, the crash 
program succeeded immediately in: 


1. Redirecting salesmen’s product 
efforts. In the past they sold only the 
bigger-ticket items, “whereas, actuall 
ours is more like the business where 
they sell razors to move the blades.” 
Properly tagged in the bonus-point 


svstem 


low-price items got moving 


2. Getting men to sell systems and 


service, instead of individual items 
Tving every man’s earnings to his 
branch team’s performance automati- 
cally insured cooperative selling 


3. Bringing to the all-important 
service man a fair pay scale so he 
wouldn't be “moonlighting” (working 
on ‘another job) to make ends meet 


The long range benefits: 

¢ Improved profits: Former non 
profitable branches are now starting 
to produce profits as well as sales 

° Sparked awareness of the rela 
tion between sales and profits, and 
sales and expenses 

@ Forced examination of the prod 
uct line. ‘This resulted in the elimina 
tion of unprofitable items 

© Improved morale among sales 
men. This is attracting others to the 
company ° 


Branch Managers 


intervals 


How Photostat Pays Now 


1. Monthly Base Pay—(increased by 266%) the same for all 
managers, regardless of branch office size and volume. It recog- 


nizes each man’s responsibilities as part of management 


2. Bi-Monthly Bonus—percentage of branch net scles minus 
branch expense. Gives salesman a chance to build his income by 
upping soles and cutting expenses 


each man can judge and be judged for performance at frequent 


3. Annual Bonus—yeor-end addition to earnings already pro- 
vided by the bi-monthly bonus. This places further emphasis on 


long-range improvement of branch operating efficiencies 


Salesmen and Sales-Service Technicians 


1. Base Salary—-cbout 80% of total earnings, with seven grad- 


vating pay steps, and semi-annual salary review. 


It's paid every two months so 


2. Monthly Sales Performance Bonus—bosed on actual! sales 
ir which a man participates, translated through a point system in 
w..ich products are weighted by profit. This bonus is paid from 


@ branch sales bonus fund based on branch sales, profit margin 


and expense 


Sound Off... 


Much of Sales Management's 


3. Bi-Monthly Merit Appraisal Bonus—pcid according to the 
man’s sales activities and cooperative team effort. This is paid 
from a branch fund, based on branch profit. Man’s merit status 
editorial planning is ignited is reviewed at same times as base salary review 


by subscribers themselves, 
Service Men 


editors. We welcome not only 1. 


through their letters-to-the- 


Base Salary—reviewed twice a year, with seven graduating 
your reaction to SM articles, steps. 
2. Bi-Monthly Merit Appraisal Bonus—from same branch fund 


as salesmen’s, with points awarded for product knowledge, me- 


but invite you to tell us what 


subjects you'd like to see us : 
chanical aptitude, cooperation with others, etc. 
tackle. 
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“To inspire more and better suggestions, 
we use sound movies we make ourselves...” 


says Fred Denz, Manager, Suggestion 
Plan, Remington Rand Division of 
Sperry-Rand Corporation. 


“We film many new efficiency-producing 
methods submitted as suggestions from 
our various plants and offices. We show 
these suggestions in use and add our own 
sound to the film 
sound effects 


narration as well as 
The most efficient way I 
know to do this is with this unusual 
Kodak Pageant Projector. It records 
sound on film, lets us change or correct 
the narration if we want to. (It also 
shows good, bright movies, and hasn't 
needed repair in three years of hard use.) 

“We show our movies to manage- 


ment, supervisors, employees. When 
they see how easy some valuable sugges- 
tions look, they’re inspired. New, effi- 
ciency-improving suggestions roll in. 
And at a very low cost.” 

The projector Fred Denz talks about 
is the Kodak Pageant 16mm Sound Pro- 
yector, Magnetic-Optical. With it you can 
add sound to or update any 16mm 
movie. You can change sound any time 

to fit different audiences for sales 
movies, for example. You can even add 
foreign language narration to a film with 
no costly problems 

Mail this coupon today for detailed 
information about this Kodak Pageant 
Projector. 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 
Please send me the literature checked 
below. | understand no obligation is 

involved. 

(_] V3-44 beoklet describing Kodak 
Pageant 16mm Sound Projector, Mag- 
netic-Optical 


_] Reprint of “Make Your Own Movies,” 
describing the Fred Denz procedure 


NAME 
TITLE 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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Hickok Learns a Lesson: 
Safety Won't Sell Seat Belts 


A the recent International Auto- 
mobile Show in New York’s 
Coliseum, a small, back-against-the- 
wall exhibit stopped traffic. The ex- 
hibit was Hickok Manufacturing Com- 
panys new American Safety Equip- 
ment Division booth and its piéce de 
resistance was a Liliputian show—in 
miniature, a highway cut across a 
large table. Every few minutes a 
stocky, dark man, Kenneth Krasnow 

ASE's preside nt—walked to one end 
of the table and picked up a tiny cat 
At the other end 


an assistant picked 
up another 


Each toy automobile con 
tained two small figures, one held in 
its seat by a Hickok safety belt. As 
the cars sped down the simulated road 
and crashed, one dummy in each cat 
was tossed from the car. The other 
was held firmly in place by the belt 
The whole show took only 20 seconds 
(But 20 seconds is all the time needed 
to die in a highway crash And ASE 
sold its fashion-stvled belts like so 
many hot cakes after each perform- 
ince 

But it takes a demonstration to sell 
satet belts b scare 


Hickok 


alone 


has learned the hard way. And while 
the company is sending its little ex 
hibit around to factory safety meet 
ings, to civic groups, to schools, and 
getting nice results in the process, it 
is concentrating its 
other techniques 
style, primarily 
The big safety belt push came 
about in 1956, when Ford Motor Co 
led the way for the automotive in- 
dustry. During that year, due to com- 
pany advertising of safety features in 
its current models, Ford dealers 
bought $68,345 worth of belts from 
the company. (Through February of 
this model-year, the company says, its 
dealers have bought some $10,000 
worth of belts for installation, a far 
smaller number considering that the 
‘60 models appeared in November, 
but remarkable in that Ford has done 
little promotion this vear. Seven per 
cent of its "56 models had seat belts 
It was in 1956 that Hickok began 
to produce its own belts, after Cornell 
University’s Automotive Crash Injury 
Research group studies showed that 


drivers and passengers in serious ac 


promotion on 
snob appeal and 


oo.) 
——. 


2 


Se \ 
ey & 


FASHION-SAFETY APPEAL is Hickok’s answer to the public’s low impulse to buy 
safety belts. The Royal Traveler, offered in 12 colors to match car interiors, is 
packaged for gift-giving, installs easily, costs $12.95. Plain model is also offered. 
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cidents came out relatively unscathed 
if they were wearing belts. Cornell's 
Aeronautical Laboratories approached 
Hickok, as a leading patie Pr of 
belts, and suggested that the company 
go into the business of making auto 
safety belts. Ray Hickok, the com- 
pany s president, who likes to push 
his company into new 
bought the idea 

Hickok freely admits that it broke 
every rule in the marketing book—and 
suffered for the infractions. It began 
with inadequate distribution channels 
even now it is lacking in complete 
coverage); it didn’t know exactly why 
people were buying safety belts; it 
didn’t know how to advertise or mar- 
ket the product. Today, after selling 
300,000 of its belts, Hickok is only 
beginning to learn the marketing 
ropes for this post-war product. The 
first thing it learned, from the hard 
school of falling sales after a bonanza 
first vear, was that the safety ap 
proach, alone, would not sell its 
safety belts 

Why. Hickok: wanted to know 


with such a great need and such an 


endeav ors, 


WILL THEY WEAR THEM? Hickok sends 
out films on safety belts to interested 
groups, gets leaders to back idea. 


obvious answer as safety belts, haven't 
the American public and the automo 
tive manufacturers gotten behind the 
belts? 

Ken Krasnow thinks the answer lies 
in misconceptions—misconceptions like 
these 


] “People won't buy safety belts.” 
But, says Krasnow, Hickok’s produc- 
tion of the belts for 1960 will be 
around 250,000 — 100,000 of which 
will be in the New York area. In addi 
tion, according to the National Safety 
Council study of 66,488 fleet motor 
vehicles, 11,155 already are equipped 
with belts 


9. “Even if they do buy them, they 
them Wrong, says 
Krasnow. The NSC survey found that 
38.8% of respondents whose cars have 
safety belts, always the belts; 
43.7% use them sometimes. Only 
12.6% said they used their belts “oc 
casionally.” 


won't use 


use 


3. “Safety belts are dangerous... . 


. 


| > 
TR gl 
a 


LA SONG 


What would happen if you got caught 
in a fire or if the car landed in water?” 
Cornell found that only 1/5 of 1% 
of accidents had a factor of fire after 
injury-producing accident. And 

26% of such accidents involved 
1 water hazard 


an 


only 


4. “Safety belts are all right theo 
retically—but in an actual highway ac 
cident, how effective are they?” Savs 
Krasnow: “Safety belts are no longer 
in the clinical stage. In the Cornell 
study of 2,000 injury-producing acci 
dents in which safety belts were used 
occupants had up to 60% fewer casu 
alties than others without belts in 
volved in identical accidents. 


5. “Well, safety belts are all right 


for evervbody else but not for me.” 


And here, says Krasnow, citing the 
last objection, is where Hickok got 
its clue to the selling techniques 
necessary to put over its belts. Safety 
alone is not enough. Style has to en- 
ter the picture. The old safety belt 


Sales 


HE WALKED OUT with a minor scratch. 
He was wearing a safety belt as car 
skidded on rain-slick surface. But even 
with dramatic shock photos like this, 
Hickok has discovered: “Safety appeals 
won’t sell seat belts.” 


was purely functional. It looked ter- 
rible in the jazzy interiors of con- 
temporary cars. People were reluctant 
to install an ugly safety device—even 
with the possibility of thereby saving 
their lives—in anything as expensive 
and chic as the new dream-boat 

Then why did the people who 
bought Hickok’s first offering do so? 
To find out, the company’s public re- 
lations advisors, J. Wilfrid Gagen 
Associates, did a survey on the first 
1,000 purchasers. It found that they 
had been bought by the pre-sold peo- 
ple—airplane pilots, doctors, sports car 
buffs—who had been in, or connected 
with, serious accidents. The general 
public hadn’t been cracked 


> And it found that safety belts wer: 
overpriced, hard (and expensive) to 
install. Furthermore, they weren't 
readily available. For even the driver 
who had gotten safety belt religion 
and was ready to buy, the difficulties 
of locating an outlet and then finding 
someone who knew how to install the 
belt was so tough that many of them 
simply said “skip it.” 

So Hickok re-designed its product 
It now produces two types of belts—a 
plain-Jane model with 
buckle, for industrial users, and a 
high-stvle model in 12  couturier 
colors and fleur-de-lis buckle for the 
consumer market. It got the price 
down to $12.95 (less for the indus- 
trial bulk), designed it so that any 
man with a modicum of mechanical 
aptitude and a power drill can install 
a belt more quickly than he can 
change a tire. 

Now the company is about to 
launch a pilot operation for the pro- 
motion and sales of its belts in West- 
chester County and on Long Island, 
where it hopes to gain additional in- 
sights on how to market its product 

(If any one thing is needed—and 
badly needed—to get the new division 
on the road to corporate health it is a 
national consumer advertising cam- 
paign. One is in the talking stage, 
but not yet in the cards.) 

Over the past two years Hickok has 


utilitarian 
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IN CIRCULATION 


a measure of 
the publication you 
need to SELL the 


PLUMBING- 
HEATING- 
COOLING 
INDUSTRY. 


You face a selection among publications 
n the plumbing-heating-cooling field .. . 
almost a score complex the issue. You 
want the most for your money. You want 
to be sure of readership for your adver- 
tising. You try to measure various values 
of all publications in depth. And among 
the most important of these is circulation. 


Here quality and quantity meet face to 
face. In every publication but one, you 
play a hide-and-seek game to discover 
just who is likely to read your ads. Al 
claim to go to the contractors who buy 
your products, which means as many as 
15 free publications mailed monthly to 
these Suyers. Now, you tell us who reads 
15 magazines all dealing with the same 
subject! 


When you've sifted facts, weighed their 
relative values, you find your most im- 
portant customers paying to read one 
magazine, DOMESTIC ENGINEERING. 
This exclusive in-DEpth value, in-DEpth 
influence, is what makes DOMESTIC 
ENGINEERING the first media choice of 
more manufacturers than any other pub- 
lication in its field. 


CONSULT YOUR ADVERTISING AGENCY 


DOMESTIC = & 
ENGINEERING ~~ 


And the Journal of Mechanical Contracting 


been conducting a survey on its a 
It has found that automo- 
tive dealers (particularly foreign dis 


tual sales 


tributors), seat cover spec ialists and 
automotive accessory shops account 
for the bulk of sales 

But the main promotional push 
goes to fleet and industrial owners, 
who get, in addition to direct mail 
pieces, a handsome flip chart presenta 
tion which aims at convincing them 
that the Hickok belt on company 
owned cars is the cheapest form of 
insurance. The company has turned 
pretty 
throw at such prospects, reminding 


up some startling figures to 
them of the high investment they have 
The nailer is this 
fact: One in eight men who die be- 
fore the age of 45 are killed in auto- 
mobile accidents. With the expendi 
ture necessary to develop and train 
savs Hickok, it is absurd 


what 


in their salesmen 


manpower 
to send a salesman out in 
amounts to a lethal machine, without 
elementary and inex 
pensive protec tion of a safety belt 
Hickok cites the Ford Motor Co 
booklet, “The Big Plus: Seat Belts,” 
for the statistics that show 10 million 
accidents a vear involving 17 million 
“With 70 million ve 
hicles on the road, this means that one 


prov iding the 


cars. Savs Ford 


in four will be involved in an accident 
We believe the seat belt 
is the most valuable single safety de 


Cae h veal 


vice that can be easily installed on 
any car on the road 


Even the Government has decided 


to climb into a safety belt. There is 
considerable action in the legislative 
area. A bill has been passed in the 
House and due to be introduced in 
the Senate making mandatory. the in- 
stallation of safety belts in Govern 
ment-owned vehicles 

In the meantime, Hickok goes on 
enlisting distributors, sending out its 
film on safety belts to 
groups, getting opimion 


interested 
leaders be 


hind the idea of belts 
It also uses the experience of lead 


ing corporations which have installed 
belts in company-owned cars 
Allied Chemical, Du 
Corporation of 
Union Carbide, General Foods 

And Ken Krasnow likes to dig out 
of his desk the Travelers Insurance 
“The Dishonor 


a blending of humorous car 


Among 
Pont 
America, 


them 
Container 


Companies’ booklet 
toll ¥ 
toons (and some not so humorous) 
on the subject of bad driving prac 
tices and grim statistics about auto 
The booklet includes 
such figures as these: Of 43,610 ve 
fatal 1959, 
94.8% were in apparently good con 


mobile accidents 


hicles in accidents in 
dition at the time of the accident 
32 600 persons killed in such 
driving in 


some 
accidents clear 
weather. ... 


Krasnow s stopper is this 


were 


“Auto 


motive accidents account for more 


deaths than 


invthing except cancet 
ind heart disease for which there is 
But there is a vaccine for 


safetv belts.” @ 


wm Vaccine 


ito act icke nts 


PROMOTERS: Kenneth Krasnow, president of Hickok’s ASE Division, demonstrates 
effects of auto crash with inclined track and strapped and unstrapped eggs. Hickok’s 
president, Ray Hickok, is receiving the message: driving is safer with seat belts. 
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COUNT 

ON KLM 
FOR 
YOUR BEST 
INCENTIVE 
PROGRAM 


Looking for the right incentive program? Look no 
further! KLM offers a complete package with practi- 
cal suggestions and all the material you will need 
to run a successful program. In addition, KLM has 
the widest choice of incentive tours: to Europe, the 
Caribbean, Far East, around the world. Each tour is 
flexible — each can be tailored to fit your company 
budget. For complete information, mail the coupon. 


KLM Royal Dutch Airlines 

Incentive Travel Department SM-71 
609 Fifth Avenue 

New York 17, New York 


Please have a KLM specialist call on me to outline ob 
my incentive program and tour possibilities. 


KLM 


@MOYAL DUTCH 
ArmUMES 


THE 
WORLD'S 
FIRST 
AIRLINE 
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Never Underestimate 
the Inquiry Producing 
Capabilities of Indus- 
try’s No. 1 Publication 


THOMAS 
REGISTER 


You can market your products to the 
American industry that accounts for over 
80% of the total industrial purchasing 
in the U.S. In present 4-volume edition 
13,007 advertisers se// with 48,176 prod- 
uct descriptive advertisements. 

TR has met all the buying needs of 
industry forover 50 years. It is this unique 
habitual (regular) use that accounts for 
such high percentages of sales producing 
inquiries at such a low cost per unit. 

Talk with a TR representative—study 
the facts—you can't afford to be out of 


THOMAS REGISTER. 
461 EIGHTH AVENUE NEW YORK I, N.Y. 
OXford 5-0500 


%® 


Also Publishers of 

INDUSTRIAL 

EQUIPMENT 

NEWS 

ndustry’s “Whot's New” 
Monthly 
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is Ve PROMOTION IDEA FILE 


By LARRY SCHWARTZ, President, Wexton Advertising Agency, New York 


Custom Publishing 

The Special Publications Division 
of Prentice-Hall, Inc., publishers of 
textbooks, educational books, news- 
letters, trade books and other publi- 
cations, is now available to all adver- 
tisers and public relations people for 
the creation of books, booklets, bro- 
chures and other publications on any 
subject. Whatever the objects of your 
special publication, whether give- 
away, self-liquidator, premium, prize, 
corporate or public relations venture, 
the editors of Prentice-Hall will 
gather the information you need and 
custom-tailor both the copy and the 
photographs or illustrations for your 
publication 

Among the assignments which this 
division has handled are the follow- 
ing: 130,000 copies of each of 20 
booklets in a new series on the mem- 
bers of the Los Angeles Dodgers, to 
be given away, one each week, at 
service stations of the Union Oil Co 
of California. All these booklets were 
conceived, designed and produced ex- 
clusively for Union Oil 


®& For Schering Corp., Prentice-Hall 
produced 100,000 copies of a special 
paperback edition of “Complete Sec- 
retarv’s Handbook” to be distributed 
as gifts to mnurse-receptionists by 
Schering representatives. Other book- 
lets prepared for such distribution in- 
clude “Key to Human Relations for 
the Nurse/Receptionist” and “Your 
Job as the Nurse/Receptionist.” 

For United Air Lines: special gift 
copies of a 280-page, best-selling 
book, “All About Men,” by Dr. Joseph 
Peck, for distribution on 
flights 

For The National Life and Acci 
dent Insurance Co. of Nashville, 
Tenn., 500,000 booklets containing a 
selection of humorous cartoons from 
the famous Prentice-Hall book, 
“Blessed Event.” 

For Citizens & Southern National 
Bank of South Carolina, a South Caro- 
lina edition of the “1960 Personal In- 
come Tax Guidebook.” 

Among the subjects on which 
Prentice-Hall can write for you are 
business, sports, law, biography, in 
spiration, self-help, health, tax mat- 
ters, accounting, estate planning, 
cooking, advertising, labor laws, So- 
cial Security, banking, selling, re- 
ligion, arts and crafts, psychology, re- 
search, political and economic events, 


executive 
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photography, insurance, and real es- 
tate. You can even get text books, 
humor or fiction. 

For further information, write to 
Fred M. Bergauer, Special Publica- 
tions Division, Prentice-Hall, Inc., 
415 E. 52nd St., New York 22, N.Y. 


Window Envelope Shows 
Bulletin Masthsads 


You've seen, I'm sure, the syndi 
cated, flash bulletin mastheads and 
illustrated letterheads that are avail- 
able for mimeographing or printing. 
Now Idea Art, 309 Fifth Ave., New 
York 16, has come up with an en- 
velope having a window of clear cel- 
lophane, 7 in. by 2% in. in size, 
through which shows the illustrated 
letterhead or flash bulletin masthead 
that you are using 

Among the headings on these stock 
8% in. by 11 in., 4-color illustrated 
sheets are: 

News-Gram 

Hunting for Business? 

News Flash! 

This is News! 

Special Announcement! 

Now’s Your Big Chance! 

Let's Go! 

It's in the Bag! 

Yip-e-e-e-e, We've Done It Again! 

It's Later Than You Think! 

We've Got a Winner 

For a catalogue showing “Idea” 
letterheads in reduced size, write to 
Idea Art at the above address. Or, for 
45 full-size sample sheets, send $2, 
which will be credited on your first 
order for $10 or more 


Check-List for Planning Tags 
A helpful booklet, called “Tips on 


Tags,” is available withouw 
from Rothchild Printing Co., 52 E 
19th St., New York, along with a 
packet of samples of different kinds 
of tags. The booklet describes how to 
present your benefits, brand names, 
guarantees, instructions, etc. 


char¢ce 
~ 


Sales Promotion idea File is a monthly 
review of sales-producing tools and 
ideas designed to stimulate the think- 
ing of salesminded executives. Address 
contributions to Larry Schwartz, c/o 
Sales Management, 630 Third Ave., 


New York 17, N. Y. 


Dictating Machine for 

Sales Meetings 
When Frederic J. 

Public 


firm, 


Seidner of The 
Relations Board, Chicago PR 
was asked to address the annual 
agents’ convention of Atlas Van-Lines 
he planned half-hour presentation 
which would include other voices than 
his alone—voices of members of his 
company’s staff who were not present, 
plus a fictitious Atlas agent who was 
also unable to make the convention 

Mr. Seidner had recorded the 
voices of these people on a Scribe 
magnetic tape dictating machine. At 
the presentation, using standard dic- 
tating and playback accessories, he 
pressed a foot pedal when he wanted 
the voices of the pre-recorded people 
to sound over the hotel’s sound svs 
At the end of the comments of 
each, he resumed speaking until he 
pressed the foot pedal again 

( oupled with Vue Graph slides 
and presented before 200 people, the 
presentation was particularly effective 
because of the sound showmanship 

For additional ways in which office 
dictating equipment can be used at 
sales meetings and other 
tions, write to W 
Manager, Scribe 
6949 W. North Ave 


tem 


sales func 

D. Evans, General 

Distributors Co 
Oak Park, Il 


LA 
Ap A . 


° st .] » essemol ane costs 
cally shat assembly a © 
astt | 


mt pre 
© inorore pres aaheagee — 


_. to improve products 
ngthen you! sates and protit postion’ ; 


reduce costs 
increase sales 


even create 
new products! 


New brochure describes the exciting 
ways industry 


new 

is using Fasson pressure 

materials to add new sales 
slash assembly line costs 


sensitive 
appeal 
even create 
possible! Actual samples for you to see 
and try are included 


new products never before 


Fasson Products 


A Division of Avery Adhesive Products, ing 


ri , 250 Chester St., Painesville, Ohio 
Write for your free copy today. Dept. X. 


“YOU'RE RIGHT, FRANK ‘ 
POLO PLASTICS DOES HAVE 
THE ANSWER” |p th 

rication of flexible film 

premiums 

ag ng f 
designers 
flexible 
ards 

hen 

any siz 
and texture 


know how 


SEND US YOUR PROBLEM OR SPECIFICATIONS FOR 
ANALYSIS, ESTIMATE AND SAMPLE SWATCH BOOK. 


(ms POLO plastics co. 


mn wavent 1) 


ad specialities 
Plastics 


mCORD erie 


SERVICE 


is why America’s 
top companies meet at 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 
proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, 
projection and other arrangements as requested—all 


on time, without last-minute makeshift changes and 


compromises. And all this goes along with some of 


the finest meeting-room facilities in the country 
So check with Marger before your next meeting 
—see the difference real service makes! 


Cc partment, Manger Hotels 
4 Park Avenue, New York, N.Y. (Dept. 8-7) 


Please send me full information about Manger 
Hotels meeting and convention facilities. 


ALBANY, WN. Y. 


The Manger The 


wew YorK avy 
Monger Vonder 


DeWitt nton The ttinany Windsor 


ROCHESTER, 
CHARLOTTE, N. C. 


fhe Manger Motor inn 


The Manger 


| 

| 

| some 
SAVANNAH | 

| 

; | 


The ee Company 


CLEVELAND asia 


anger 


t Lodge 


WASHINGTON, D. C. 


oe Manger Annar 


GRAND RAPIDS, MICH. Cy Zone 


The Monger 


e Manger Hamilton 
The yh ea Hay-Adams 


| 
| 
| 
Semana. canes 
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Mathematical Marketing 


more complete solution is advancing 
rapidly. This is about where it stands 
now 

Basically, it is now possible to use 
1 mathematical prediction system on 
internal problems, especially those of 
a logistical nature. In addition, it is 
ilso possible to obtain incomplete but 
helpful predictions of the outcome of 
suggested external activities 

For example, the revision of a dis- 
tribution network might make good 
fodder for the machines. Say, for in- 
stance, that over the vears a shift in 
population has made a particular sys- 
tem of centrally located district dis 
tribution centers obsolete and costly 
The biggest facilities are operated be 
low capacity; others are overtaxed 
Many are located too far from areas 
that have become the most important 
markets. A number 


be suggested, analyzed 


of revisions might 
mathemati 
call ind the results studied to de 


continued from page 27 


termine what moves would best ac 
complish the desired ends. This is a 
relatively simple egeeer (compared 
to many now under study). At today’s 
levels, it would still be incomplete as 
far as human factors would be con 
cerned; such problems as the morale 
of workers, customer reaction, reloca 
, are still not sub 
ject to everyday quantitative analysis 

The more external in nature the 
problem becomes, the more incom 
plete is the prediction. A pricing prob 
lem might offer an example 


tion of salesmen, et« 


Assurm 
that a particular item that sells to dis 
tributors for $10 is selling badly this 
vear. Its maker, Fritewigs, Inc., feels 
certain that next vear will be a ban 
ner vear. The problem is to get som 
of next vear’s business now. This can 
be done by lowering price on items 
pure hased this fall (and paid for earl) 
next vear). How far should the pric 


be lowered to create a maximum ji 


centive for the supplier to overstock 
during the special sale? How many 
items should be sold to give maximum 
benefit to the company this year and 
minimum damage next year? At what 
price can the company afford to sell 
what volume? 

Again, mathematical analysis can 
predict what would happen at various 
But at this time, some of the 
prediction would have to be filled in 
by the marketer. For example, a bold 
move by a competitor could reall, 
wrench into the 
The market for the product 


pri es 


throw a monkey 
works 
could suddenly drop, making next 
Right now, the in 


clusion of such outside influences in 


vear a disaster 


most cases creates a problem that is 
a little too sophistic ated for mathe 
matical prediction 

But it must be remembered that 
although a complete analysis is some 
times impossible in external problems 
the portions that are workable are far 
superior to traditional by uess and 
methods In other 
proble ms of a more 


by gosh words 
limited 
nature can be worked on quite satis 
factorily bv todav’s 


methods; for broade problems 


many 
mathematical 


plied mathematics can at least be 
help 


For the researcher, the emphasis is 


MAN 
APPEAL 
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B&D premiums provide terrific sales incentive! 


Put B&D power tools at the top of the list for your 
next sales incentive program. They're quality-engi- 
neered with a man in mind. More men, especially do- 
it-yourselfers, ask for B&D than any other brand. For 
a he-man premium that will be enthusiastically re- 
ceived by your sales force... think of Black & Decker, 
and send the coupon below for complete information. 


World's largest maker of portable electric tools 


Mvaan 


ack & Decker: 


Towson 4, Md. 


proc oo ----------------------- 


Tue Brack & Decker Mec. Co., Dept S-070, Towson 4, Md 


Gentlemen: Please send me details on B&D Tools for sales in- 


centive program 
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very definitely on developing satisfac 
tory techniqt es tor predic ting the out- 
come of problems that involve a com 
petitive situation. It’s not a ple-in the 
sky problem, either. For the most 
part, the mathematical te hniques are 
known. Many of the cause-and-effect 
relationships needed for the equa 
tions are known; others need further 


research but experts are 


confident 
that answers exist, and time and stud 
are all that are needed (an example 
of such a relationship the effect of 
advertising on sales 

Great amounts of time and stud) 
ire being devoted to the problem 
Many large companies, such as Gen 
eral Electric, Svlvania, Du Pont have 
sizable research departments with 
their own computers for just such 
studies The computer makers, such 


iS IBM and 


pouring research into applied mathe 
if 


Remington Rand ar 


matics in anticipath mf 
kets for their machin 


fatter mar 
Independent 
consultants are forgin thead, stimu 
lated by the thought oft 


prov iding 
smaller c¢ 


mpanies wv i mathemati 
( il analy Sis SeTVKK ol yes ind uni 
ver 
} , 
which was 
" large part respon for manv of 
the basic theories 


earch prog ims 


mtinues its re 


The major reason for the top 
drawer classification of these wide- 
spread research programs: The stakes 
are phenomenally high. The results 
of one organization’s laboratory ex 
periments give some idea of its im 
portance 

For some time, this organization 
had been running “business game” 
sessions. In the business game, groups 
of executives are divided into com 
peting “companies.” They are given 
1 product and a certain amount of 
They plan their 


strategies (by quarters) for marketing 


mone, compan 


| res¢ irch etc and the iT 
plans are run through a compute! 


rroduction 
The results are announced, and the 
game is continued into the next quar 
ter Needless to sa\ 
while amazingly realistic 


these exercises 
do not in 
volve the complexities of real life 
Note that the computer is used 
nly for the purpose of showing the 
results of final decisions; it is not used 
to help the executives predict before 
choose their courses of action 
this particular ganization 
re than two dozen such ses 
of the four 
competing teams was illowed to use 


ms Then, recently, one 


the computer for prediction before it 
settled on a course of action The 


other three teams proceeded to make 


ayune butt 
How do 


@ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 


MIDWEST UNIT Zn 


ef mee} Pee fame 


el 
Wallaces Tie (tC 


» Fa or 
Aare — 
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for the 
best! 


Resort owners and 
managers reach for 
the best when they 
buy beverages, boats, 
building products, 
fabrics, food, 
furniture, mattresses, 
soap, station wagons 
and towels 


Resorts are good 
customers. They are 
not buying on price 
They are seeking 
quality, because their 
guests demand it. If 
you market a quality 
product, you don’t 
have to sell them— 
just TELL them 


Resort guests spend 
over $11 million 
daily with the readers 
of Resort 
Management. They 
represent a class 
audience that buys 
many billions in 
consumer goods like 
those to which they 
are favorably exposed 
during their stay 


Resorts are widely 
scattered in relatively 
remote locations 

But they all read their 
own magazine— 
Resort Management 
And only Resort 
Management serves 
this field exclusively 


Your letterhead 
brings complete 
market facts... 


The Miller Brewing Company, Milwaukee, 


sells influential resorts with a_ series 


of page advertisements in each issue of 


RESORT scnagennt” 
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NEW GAME 
REMINDS 
SALESMEN 
TO SELL 


a = 254s 


reque: 


e Here’s an easy way to hammer 
home forgotten selling funda- 
mentals again and again. It’s the 
SalesDarter.* Every game a train- 
ing session. Your salesmen, distri- 
butors, dealers, customers will love 
t! Give as 9, or sell co-op. Ideal 
for meeting hospitality suites, 
playrooms. Size: 1734” x 173%’ 
Printed 3 colors. Individually 
packed with 3 darts. Order sample 


Close & Poten 


ail to Close and Patenaude 
517 Pennsylvania Blvd 
lelphia 3, Pa., LO 8-4224 
end sample 
I enclose chec 
> send sample 
» $4.49 
end descript 


quantit 
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Mathematical Marketing 


decisions in the manner usually used. 

The results were amazing. The 
team that was allowed to use the com- 
puter to predict, not only earned 
higher profits than the other teams 
by a factor of five to one!), but earned 
the highest profits of any of the hun- 
dred or so teams which had pre- 
viously done the exercise 

[his is indeed stimulation enough: 
but there is one other factor that: is 
responsible for the high degree of 
interest in the development of deci- 
sion-aiding techniques. That reason 
itself. In the early 
fifties, owning an electronic computer 
a high-level fad 
Through no fault of the companies 
making them, the 
somehow glamorized to the point of 


is the computer 
was something of 
machines were 


being “wonder brains.” Many com 
used them for 
tasks (payroll 
and were frankly 
In many cases, the ma- 
as much to 
keep around as the corporate presi- 
dent; vet they gathered dust, un 


plugged, most of the time 


pamies bought them, 
a variety of drudge 
bookkeeping etc 
disappointed 


1 
chines cost the company 


> It was not long before they were 
given other, more important tasks to 
do. Sales data could be assembled 
on an up-to-the-minute basis. Inven- 
tory snarls could.be ironed out by the 
fast-moving machines. But the em- 
phasis was still on saving, rather than 
making, takes a lot 
of saving to keep hardware like a 
computer on the assets side of the 
ledger. Now, with prediction tech- 
niques, the computers will be put to 
use to make money. And it can’t 
come any too soon for most com 


money — and it 


panies 

To get a clear idea of how far the 
mathematicians have progressed, and 
what major obstacles they are en- 
countering, it is necessary to have a 
basic understanding of just how a 
mathematical marketing prediction is 
The technique which is prob- 
ably most widely used today, and 
which seems to hold the most promise 
for future development, is “systems 
simulation.” 

Simulation is mathematical model 
building. It is really just a logical 
expansion of the process of scientific 
market analysis. It is comparable to 


made 


1960 


(continued) 


the theoretical, or formula, step in an 
engineering problem 

Look at it this way: The best way 
to see how something will work is to 
try it. For the engineer, this would 
mean building the airplane just to 
test a new idea — just on the hunch 
that it would work. Obviously, this 
and impractical. It is 
comparable to the marketer who 
plunges headlong into a full-scale mar 
keting program simply on the basis 
of his experience — also frequently a 
costly procedure, but one that has to 
be followed all too often 

The next best thing for the engi 
neer would be to construct a scale 
model and test it in a wind tunnel 
But models are also expensive, and to 
be really sure he had the best pos- 
sible design he would have to create 
Again, he 
would not be likely to plunge head 
But this is where 
the marketer gets off; the creation of 
& small physical model (the test mar- 
ket) is just as much 
from the real thing as he has been 
able to get 

But the engineer has a better way 
to begin: He can, with the aid of 
mathematics, “model” on 
paper, a series of equations that lit- 
erally represent the physical airplane 
And different figures and dimensions 
can be plugged into this “model” 
until the best combination is found 
This is precisely what the operations 
researcher would like to be able to 
do with suggested marketing pro 
to see if they would be able 
to get off the ground 


1S expensive 


a number ot different ones 


long into this step 


about removed 


create a 


grams 


> The big problem is immediately 
evident: putting marketing into math 
ematical form. Yet, this is not so 
impossible as it might seem at first 
glance. For example, what happens 
when the marketer himself studies a 
recommendation to see how it would 
work? Unconsciously, he does build 
a form of mental model. He tries to 
view the situation as a whole, in per 
spective as much as possible. He 
unconsciously assigns weights to vari- 
ous parts ~ knows that one thing is 
more or less important than another 
-to help himself judge a probable 
outcome. It is inexact, to “ sure, 
but it does indicate that the assign- 


ment of numerical values to market- 
ing problems is legitimate 

Perhaps the toughest part of the 
problem lies in discovering the cor- 
rect relationships within the model 
Virtually everything in marketing is 
an effect of one or more things, and 
is in whole, or part, the cause of 
something else. Every numerical 
value and relationship must be ex 
pressed as accurately as possible in 
equation form, if the model is to be 
a usable representation of marketing 
life 

This, by the way, is why operations 
researchers have been able to apply 
their prediction techniques and mod 
els to production and engineering 
problems with such success. For ex 
ample, wonderful mathematical mod 
els have been built to simulate ex- 
tremely elaborate oil refining systems 

systems which are far too complex 
for the human mind to hold in their 
entiretv. It can be done with models 
because all the chemical and engi- 
neering steps are known, and the in 
terrelated processes are facts of sci- 
ence 


> But again, the marketing problem 
is not all that impossible Indeed 
tremendous progress is being made 
Of course, there will always be un 
known marketing. The 
problem is to reduce the number of 
unknowns as much as possible, then 
make estimates on the rest as accu 
rately as possible This is what Ger 
ald B. Tallman, associate professor 
School of Industrial Management 
Massachusetts Institute of Technol 
ogy, says about the construction of 
mathematical marketing models 


factors in 


“We must represent each circum 
stance and action which is believed to 
have significant influence on the na 
ture and working of the system. Each 
item must be assigned some quantita 
tive expression of its influence and 
of the rate at which it may be ex 
pected to change under the influence 
of other things with which it is inter- 
dependent. In order to develop an 
operable model, all expressions of 
relationship of incidence and rates of 
change must be explicit. It is ob- 
viously desirable that, in so far as 
possible, the data introduced into the 
system model be drawn from real life 
experience; but, with the acceptance 
of certain risks, it’ is altogether feasi 
ble to substitute hypothesized esti- 
mates where real information is lack- 
ing.” 

A quick look at the four basic types 
of equations used in making market 
ing models gives a good indication of 
how accurate the models can be 
These equation types are reported by 
Robert S. Weinberg, manager, Mar- 


ket Research for IBM, in the book, 
“An Analytical Approach to Adver- 
tising Expenditure Strategy,” which 
was recently released by the Associa- 
tion of National Advertisers. Here 
are the four types of equations: 


® Definitional. These are com- 
pletely reliable, because they express 
exact relationships, much like the laws 
of nature. The simplest might be 
“profits equals sales minus costs.” Of 
course, many more highly intricate 
relationships have been discovered 
(Here is one on profits, developed by 
the Market Research Corporation of 
America: “Profits of competitors, at 


competitive equilibrium, are propor- 
tional to the cube of their manufac- 
turing margins, that is, the margin 
between manufacturing costs and 
price.”) 


® Technological. These equations 
deal with the interaction of techno- 
logical or physical processes. An ex- 
ample might be a shipping time or 
warehousing expense. These 
tions, too, can be completely accurate 
as long as the process described doe: 
not change. 


equa- 


® Behavioral. The biggest fly in 
the ointment, this deals with hov 


You GET SALES ACTION 


EVERY MORNING 


IN CLEVELAND 


If you sell LESS in the Cleveland Market than 
in any one of 35 entire states — 


WRITE, WIRE, PHONE The 


PLAIN DEALER 


Represented by Creamer & Woodward, Inc., New Yor! 


Chieagu, Detrowt, Atlanta 
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WHOLE PIE! 


is yours when you consider 


ALL THE MARKET! 


re SYRACUSE MARKET 


The SYRACUSE NEWSPAPERS 


The Her 


Subscriber Service 


Subscribers buy more than 
one million pages of reprints 
yearly, through Sales Man- 
agement’s Readers’ Service 
Bureau. In addition, RS stands 
ready to help you research 
back issues of SM on any 
classification of subject matter 
we have published. Write: 
Sales Management, Readers’ 
Service Bureau, 630 Third 
Ave., New York 17, N. Y. 
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people will respond to a given stimu 
lus. The people: customers, employees 
competitors. This is the major reason 
why marketing models of competitive 
marketing situations are still in the 
laboratory stage. In the first place 
such equations cannot be mathemati 
cally human behavior 1s 
never totally predictable It can be 
reasonably tor 
the more stable behavior patterns, but 


much 


pertect as 
estimated, ¢ spec ially 


more work iS needed along 


these lines 
> It is the presence of competitors 
that really complicates things. It has 
been demonstrated that for a model 
to accurately predict the outcome of 
something all the 


be ¢ xpressed Of course, how a com 


interactions must 
petitor reacts to a company’s market 
ing strategy is one of the most im 
portant re lati mnships to be considered 
Now, if a company has five compet tl 
in dozens 
of different ways, the complications 
are exhausting to think about To 
include all these the 
for the model would be 
yards and yards long and would take 


years to create 


tors, and each could react 


possibilitic Ss, 
formula 


Fortunately, a few wavs out are 


under study. One is simply to use 
the best strategy that each competitor 
could come up with. But this 
takes a lot of effort, and, since all 
competitors probably the 
best thes do it 
the outcome pre 
model too 
Another alternative is 
top executives within the 
them act like 
petitors and play a re gular computer 
ized the 


This, of course, assumes that 


too 


wont do 
very thing could 
might mean that 
dicted by the 


conservative 


would be 
to sé lect 


company have 


com 


business “game” against 
model 
the executives are as bright as those 
who work for the competition and 
would settle on solutions as effective 


is their « ounterparts’ 


© The institutional equation. Like 
the first two, this type of equation 
generally can be made to be quite 
accurate. This one involves company 
laws, taxes, 
and other constraints on market- 


policy the Government 
etc 
ing. The equations can be accurate 
as long 


as these constraints do not 


change 


Incidentally 


these equations point 
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out one great value of the models be 
sides their value as predictors: They 
show up, with great clarity, important 
gaps in information. Things that should 
be known to a company, but that, for 
some reason or other, seldom are fully 
known 
In any event, this is the situation 
Right now, these methods of mathe 
matical analysis are practical for in 
ternal or logistical problems, and for 
those phases ot 


major competitive 


problems. In business the big com 
ahead in the use of 
But the smaller 


no means left out; 


panies are Way 
mathematical analysis 
companies are by 
there are plenty of outside consultants 
available. Big company or small, it’s 
still « xpensive An outside consultant 
would program a logistical problera 
today for about $100,000, provided 
its customer is in possession of fairly 
complete and up-to-date information 
on itself. If the stakes amounted to 
about $1 million or more per year on 
a continuing basis, the job would bx 
well worth it. The company need not 
the 


model is the big thing, and once that 


even wn its own computer 
is in hand, it can be run on a com 
short 


borrowed from a big company that 


puter rented for a while (or 
is a major supplier of the company 


in need of it 


> live 


mathematical 


the use of 


logistical 


vears from now 
tor 
predic tions will be widespread Much 


will 


pe titive proble ms 


analvsis 


done on 
Indeed 
that some models will be complete 
Cer 
more factual data mar 
keting will be known, and will be 


more have been com 


it may be 
useful 


enough to be extremely 


tainly about 
used in everyday marketing decisions 
made by executives 

Mavbe the executive will be able 
to work directly with the computer 
without the operations researcher, in 
five vears. He surely will in a decade 

Mathematically derived predictions 
will mean big things to marketing, in 
particular to those companies which 
are the first to employ the techniques 
But, as previously stated, these tech 
niques, even when refined, cannot be 
brought into a overnight 
Because much of the formula is based 
on history, preparations in the form 
of accurate and complete observations 


must begin now. @ KMR 


( ompany 


No matter how you measure 
the Market 
geography, by totals 


RUBBER WORLD is the leader 


by job funct on, by 


| sylvania, New Jersey, 


85% of all U.S. rubber plants | 


are in just 10 states. 


| 84% of RUBBER WORLD'S U.S. | 
| circulation is 


| states (California, Illinois, | 


| Michigan, Indiana, Ohio, Penn- | 


York, Connecticut, Massa- 


| chusetts). 


in those same | 


New | 


RUBBER 
WORLD 


REACHES THE MARKET 


1,047 


SECOND 
PUBLICATION 


RUBBER 
WORLD 


A BILL BROTHERS PUBLICATION | 


630 THIRD AVENUE 
NEW YORK 17, N.Y. 


variety of groups and 
zines, respons 
mplex meaning 
their readers 
ustries they serve 
snd, of 


rse, themselves. 


u 


The difference between good publishing 
and paste pot publishing is determined by 
the order of importance a publisher gives 
to these different areas of responsibility. 
At Bill Brothers, it is company policy to 
consider them in this order: the reader, 
the industry, the advertiser and the pub- 


lication itself. 


BILL BROTHERS PUBLICATI @ Floor Covering Profits e Modern Tire Dealer @ Plastics Technology 


Practice @ Rubber World e Sales Management e Sales Meetings 


Marketing Outlook for August 


By DR. JAY M. GOULD, Research Director 
Sales Management and Its Survey of Buying Power 


> The Sales Management monthly Index of 
Business Activity will register a 1% gain 
in August over August 1959. This will prob- 
ably represent the lowest rate of gain of 
the year, and should be regarded as a lull 
before the steel anc automotive pick-up in 
the fall and final quarter of the year. 
Introduction of new compact car models will 
boost sales particularly when contrasted 
with low sales during the strike-bound 
closing months of 1959, Third-quarter re- 
tail sales will certainly exceed the same 
period of 1959, but this gain is being 
shaded by a slowing up in retail sales which 
up until May had been leading other eco- 
nomic indicators. 


® The Government "flash" report for May 
showed a 1% drop in actual retailing dollar 
volume from May of 1959 (which became a 1% 
gain after adjustment for trading day dif- 
ferences), a most disappointing perform- 


ance. Every category of retailing showed 
a decline in actual dollar volume, with 
the exception of gasoline and drugstore 
sales, which gained more than 5% apiece. 


®& There are interesting marketing impli- 
cations in recent Census results pointing 
to continued drastic declines in central 
city population and retail sales as against 
suburban growth. Population results are 
still preliminary and will be increased 
somewhat by the end of year, when results 
become final. However results of the 1958 
Census of Retail Trade are now final, and 
have been embodied in the 1960 Sales Man- 
agement SURVEY OF BUYING POWER, to be pub- 
lished July 10. The SURVEY shows 1959 re- 
tail sales in about 2,000 cities accounting 
for 72% of national total, as against 75% 
in 1954, pointing to sharp gains in shop- 
ping centers located outside of city 
limits. 


36 Best 
Markets 
for August 


Dallas, Tex. 


Cities Over 500,000 
San Diego, Cal. 


Detroit, Mich. 
Pittsburgh, Pa. 
Milwaukee, Wis. 


San Francisco, Cal. 


Cities 50,000-99,999 
Lexington, Ky. 

Las Vegas, Nev. 
Kenosha, Wis. 

Reno, Nev. 

Muncie, Ind. 

Portland, Me. 


(Top six cities 
by population groupings) 
U.S. Index: 100 


Cities 250,000-499,999 


Honolulu, Hawaii 


Cities Under 50,000 


110.1 Cheyenne, Wyo. 


Lafayette, Ind. 
Sheboygan, Wis. 
Steubenville, Ohio 
Rome, N.Y. 
Poughkeepsie, N.Y. 


Memphis, Tenn. 
Portland, Ore. 
Toledo, Ohio 
Newark, N.J. 
St. Paul, Minn. 


105.2 
104.8 
104.7 
103.9 
102.1 


The following cities have a common 
denominator. They are expected to 
exhibit business activity leadership 
The index 
opposite each city compares its per- 
formance with that of the nation as 


in the coming month. 


a whole. For example, if a city has 
an index of 106.9 it means that 
its business activity next month is 
forecast to lead the national aver- 
age change by 6.9%. Canadian 
figures are compared with U.S. De 
tailed figures are on following 
pages. 


Cities 100,000-249,999 

117.5 
111.2 
111.0 
108.6 
108.3 
107.6 


Canada 


Waterbury, Conn. 
Lubbock, Tex. 
Wilmington, Del. 


Victoria, B.C. 

St. John, N.B. 
Regina, Sas. 
Hamilton, Ont. 
Quebec, Que. 
Calgary, Alberta 


107.8 
106.6 
106.2 
105.1 
103.2 
102.9 


Fresno, Cal. 
Phoenix, Ariz. 
Camden, N.J. 
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Business Activity Forecast 


The Marketing Value of Business Activity Forecasts 


Business activity levels are projected of change for this month of 1960 versus 
two months ahead for 306 U.S. and the corresponding month of 1959 
Canadian cities as a guide to the maz The third column (the city-national BUSINESS 
keter on where his sales efforts might pay index) relates the annual change in th a yo a 
the biggest dividends. Cities marked index of the city’s business activity to aGveP oo 
with a ye are Preferred Cities of the that of the U.S. Thus, a city-national in FORECAST 241959 

:onth They have a level of activity dex of 106.0 indicates that the city is 

mpared with the same month in 1959 enjoying a gain in business activity 6% 

which equals or exceeds the national greater than the U. S. average UNITED STATES 
hange in business activity The fourth column is an estimate of 101.0 100.0 18235.00 

The business activity forecasts are é xpected retail sales for the second month 
measured primarily by » ebb d flow ahead. While the dollar volume applies 

f bank de yi sonall ster : d only to retail store sales it is also useful NEW ENGLAND 
reflect t hase employmen is an approximation of the relative im Cities Over 500,000 
vage levels in nts of business portance of one city as cor ypared with Boston, Mass 14 

con unother on all of the elements that make 
n, farming, « up its economic pattern 

first column of the a ompanying Cities 100,000-249,999 

indicates the number of month, s¥ggested Uses Bridgeport, Conn 0 93 
past 24 in which a city has had Special idvertising | Hartford, Conn 979.2 
idicate a better than average drives in spot citic 
full 24-month Picking cities for st mpaign *% Waterbury, Conn 118.7 
vailable, the Revising s Ss quotas ) hes Fall River, Mass %4 

8/11 listrict ind salesmen 
iad 8 starred Checking actual performances 

The 11 in potential 


nths for Basis for letters for stimulatin 


New Haven, Conn 100.5 


w New Bedford, Vass 103.6 

& Springfield, Mass 101.6 

tw Worcester, Mass 101.9 
Pawtucket-Central 


r ] 1 
idex Forestalling salesmen ilibis Falls, R 


men 


In PITTSFIELD, Mass. 


Strongest Business Activity in the State 
Plus THE BERKSHIRE EAGLE THAT SELLS IT! 


You can’t beat that combination for results 


In July, Pittsfield business ac Make the most of the state's 


tivity will be 10.1% above July. No. 1 sales opportunity by Want profitable RI sales? In 


Woonsocket, over 2000 new jobs 


959. 6.9% above the son: am Sp » dai vith ' 
195 above the national heduling the daily with the sunt Nas Ot esti Gein and 


zain! That's tops for all Mass- best retail record in the state an EBI of $6,158 per household” 
achusetts cities, 4th for all New For 11 out of 15 years. includ- make this your big opportunity 
England, 19th for all U.S. cities. ing 1959, the Berkshire Eagle market! And with just one buy 
The Call, covering 98° of this 
64.596 ABC City Zone! 


°SM ‘60 Survey 


Pittsfield cash registers this has led all Massachusetts dailies 


month will go on a musical in retail linage. You couldn't 


spree—will ring up $8,680,000 ask for finer testimony to a 


sales newspaper's selling power. 
NOW ACCEPTING LIQUOR ADVERTISING WOONSOCKET 
The Berkalige Eagle CALL 


COVERS RHODE ISLAND'S PLUS MARKET 
PITTSFIELD, MASSACHUSETTS 


99.6% Coverage of City and Retail Trade Area Representatives 

Johnson, Kent 
Represented by The Julius Mathews Special Agency, Inc. Gavin & Sinding, Inc 
Affiliated: WWON, WWON-FM 
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or August 


City 
Susiness No. @& City Nat'l —_ 
Months Index Index ales 
ACTIVITY Out of 1960 1960 $ 


Past vs ve. (Million) 
FORECAST 24 1959 1959 August 


& Providence, R 


Cities 50,000-99,999 


&® Meriden- 
Wallingford, Conn. 11 101.8 
%® Stamford, Conn 108.9 
Lewiston-Auburn, Me 5 m4 
w® Portland, Me > wl 
Brockton, Mass 
Holyoke, Mass 
ren 5 1015 . 
room agony me rated first* for rated sixth* rated second* 
owe ass o a ‘a 
fe Lynn, Mass 100.6 testing among for testing for testing 
te Pittsield, Mass 105.1 U. S. cities in among all U. S. among all New 
te Manchester, NH 100.5 75,000 to cities due to England cities 
Ss . _— 150,000 popula- stable economy. regardless of 


tion group. *eccording to Seles Menegement POpulation. 


the testingast market in the country 
ONLY the RECORD and JOURNAL gives first aid to new products 


Cities Under 50,000 


t Middletown, Conn 6 


Source: SALES MANAGEMENT 


SHELL is the latest in a distinguished line of products 


and services to select Portland, Maine as best for the 
COVER 


test 


Meriden + Wallingford, Conn. Other products recently tested in Northern New 


England's No. | market are Cornette Margarine, Dawn 
Soap, Libby's Beef Stew, 3 Little Kittens Cat Food and 


For fast-growing sales many others. 


blanket fast-growing Meri- 


den-Wallingford with Rec Do what others do! Make Portland, Maine your 
ord and Journal 97°, cover- 


net No. | test city. Write for details. Then, you'll be sure 
age! Population is up 17% . . 
ever 1909". and Ukectios to select the market that guarantees ideal and economi- 
Buying Income has grown cal testing conditions. 

29% to exceed $200 mil- 
lion*. No Hartford or New 
Haven ABC daily newspaper 
has more than 400 circula- 
tion here. 


*SM ‘60 Survey 


The Menidon 


RECORD and JOURNAL 


Meriden * Connecticut 
National Representatives: 

JOHNSON, KENT R ; 

GAVIN @ SINDING, INC. epresented, by: 


Julius Mathews Spec ial Agency 
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Business Activity BUSINESS ae SUSINESS Ne. ® City Walt etait 
-_ Months Index Sal ACTIVITY Months index index Sales 
om JA FORECAST ‘tity Qut of 1960 ; 


Out of 1960 1960 


: Million) Past we ve (Million) 
FORECAST Po isso | 18 August FORECAST s me “Toes 


BUSINESS City Cities 100,000-249,999 y Cities Under 50,000 

No. ® City ‘ %& Camden, N. J, - 16 1087 17.27 Jamestown, N.Y... 0 BS 5 5.41 

“Dut of {900 - cradles) w Elizabeth, N. J. -.. 17 107.6 ‘ 15.27 % Poughkeepsie, N. Y. 16 107.2 106.1 9.06 

FORECAST 4 959 1959 = August Passaic-Clifton, N. J. 9 97.3 ‘ 18.31 % Rome, N.Y. 107.7 106.6 5.76 

Paterson, N. J 9 97.3 17.7 % Hazleton, Pa 102.5 101.5 4.35 

New London. Conn ( 95 g 7 Trenton, N. J m7 3 17.85 % Norristown, Pa 104.1 103.1 5 59 

Norwich, Conn 98.4 97 w& Albany, N.Y 104.1 21.03 OW City, Pa. 93 63 2.41 

Bangor, Me ; 99.4 6.5 Niagara Falls, N. Y 98.5 7 12.06 ® Sharon, Pa 103.5 102.5 465 

% Salem, Mass 2 Syracuse, N. Y . 96.9 30.74 Williamsport, Pa %5 5 6.9% 
% Nashua, N. H 2 Utica, N.Y . 99.7 13.18 
% Newport, RF |! 7 % Allentown, Pa 101.3 17.12 


te Burlington, Vt 7 wWErie, Pa 2 1056 106 1783 EAST NORTH CENTRAL 
Rutland. Vt : 7 % Reading, Pa 1 102.7 15.04 Cities Over 500, 600 
Scranton, Pa 3 44 . 13.45 %& Chicago, tt! 101.7 100.7 
& Detroit, Mich F 12 10662 1042 
MIDDLE ATLANTIC Cities 50 000-99 999 %& Cincinnati, Ohio 1012 100.2 


4 
Cities Over 500,000 # Atlantic City, NJ, 1 1024 % Cleveland, Ohio 12 103.3 102.3 
Buffalo, N. Y 93.0 18 1046 1036 


ACTIVITY 


Binghamton, W. Y 8 23 % Milwaukee, Wis 
ww Hempstead de Elmira, W. Y 101.1 
Township, N.Y 101.0 Schenectady, N.Y 9.0 Cities 250, 000-499,999 
we New York City, N.Y 102.7 101.7 7 Troy, N.Y 94.6 2 indianapolis, ind 97.0 
Altoona, Pa 5 WE Akron, Ohio 9 3 
Bethlehem, Pa 97.1 Columbus, Ohio 9 65 
Chester, Pa 100.0 7 % Dayton, Ohio 13 103.0 
Cities 250,000-499,999 Harrisburg, Pa 98.0 % Toledo, Ohio ll 105.7 


sersey City- 


% Philadelphia, Pa 102.2 
® Pittsburgh, Pa 105.2 


Johnstown, Pa 100.8 
Hoboken, N. J 12 100.2 


tw Newark, N. Jj 18 1049 
w Rochester, N.Y ll 102.7 


w Lancaster, Pa 102.4 Cities 100,000-249,999 


Wilkes-Barre, Pa 05.8 7 w% Moline-Rock Island- 
*% York, Pa 102.2 East Moline, il 15 1015 


THIS Is Eastern Connecticut 


Predict your future 


in ALTOONA 


Spending an Average of “Test T Get Your Share 
est Town" , 
$398 : Of New London's 


Pennsylvania 
in Gas Stations . BIGGER 


You won't need a crystal bal! to figure out 


28°, Above U. S. Average anticipated sales reactions and product Buying Power! 


potentials if you test your new product or 
‘ ; ‘ new ad campaign in ical Altoona. 
Why chug along the fringes we 


49,200 Families 


You're able to sell more 

7 : “9 ( . : where customers are able to 

of this $19,602,000 gasoline ia i iis Sala all ili Ser aun, Ane es Ome 

Balanced _industrial-agricultural economy, market opportunity than New 

typical distribution and wholesaling setups, London, with Effective Buying 

of your advertising dollar in- plus a completely insulated market free from Income of $8057 per house- 

de the market? When you the influence of outside media, where one hold?* And what easier — 

' 3 3 ket coverage than THE DAY’s 

98% blanketing of this City 
Zone? 


market when you can get so 
much more sales mileage out 


advertise in the 3ulletin, daily newspoper is the major buying guide. 
you’re really in with the folks Works like magic. Let us prove it for you. 
who keep the gasoline pumps 


going in Eastern Connecticut. CIRCULATION: 33,211 (ABC) SM "0 Survey 


Norwich Bulletin 


DAILY and SUNDAY ‘ The Bay 


NORWICH, CONN 


4 NEW LONDON, CONNECTICUT 
; National Representatives: 
Week-Days Sundays Johason, Kent, Gavin 
27,035 


26,063 Altoona Pennsylvania's Only Daily Newspaper & Sinding, inc 


Represented by Richard E, Beeler, Adv. Mgr. 
The Julius Mathews Special Agency, Inc. 
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at 
— 

Erie, 3rd city in Pennsylvania, has 
entered a new era of prosperity. For 
the 9th consecutive month Sales Man- 
agement has cited it as a market 
where increase in business activity 
over the same month in 1959 has been 
especially spectacular (details in this 
section). Specifically, the forecast for 
August, 1960, ranks Erie # 12th in 
entire U. S. among cities 100-250,000 
population. s Ist in Middle Atlantic 
States among cities 100-250,000 pop- 
ulation. ® Sth in Middle Atlantic 
States among cities of all sizes. And 

. . Employment hit a two-year high 
during 1959'. Average earnings of 
industrial employees are 2nd among 
Pennsylvania markets*. More house- 
holds fall among top three income 
brackets than in any other Pennsyl- 
vania city of 100,000-plus popula- 
tion®. Significant business activity 
means, of course, high sales potential. 
To convert this sales potential into 
sales volume—for your product—call 
on The Erie Times & News 


Employment Service 
#. Bureay of Employment Security, Jen.. 1960 
960 Sales Menagement Survey of Buying Power 


When 

you 

think 
Pennsylvania 
think 
Philadelphia 
Pittsburgh 

— and 

ERIE! 


The Erie Times 


The Erie News 


The Erie Times-News 


Represented by The Katz Agency, Inc. 


LOOKING FOR A NEW PLANT SITE 

Write Erie Chamber of Commerce tor detailed brochure on 
Erie Industrial Park: 225-acre, centrally located plot offer 
ng ideal water, rail, highway transportation; proximity to 
major markets; skilled labor force 


Business Activity 


“SM 


BUSINESS 


FORECAST 


ci 
No. & City Nat Retail 
Months Index index Sales 
Out of 1960 1960 
Past ve ve (Million) 
FORECAST 24 (1959 1959 August 


ACTIVITY 


Peoria, iI! 17.45 
% Rockford, ti, . 20.17 
Evansville, Ind 15.46 
w Fort Wayne, Ind 24.52 
%& Gary, ind. 21.35 
%& Hammond-East 
Chicago, ind 20.71 
South Bend, Ind 17.45 
Flint, Mich, - 13 28.°6 
%& Grand Rapids, Mich. 10 WBS 
w® Lansing, Mich 9 21.62 
% Royal Oak- 
Ferndale, Mich 17.40 
* Saginaw, Mich 15.32 
%& Canton, Ohio 18.66 
Youngstown, Ohio 25.33 
Green Bay- 
Appleton-Neenah- 
Menasha, Wis 324 9719 99 
% Madison, Wis 14 1042 103.2 


Cities 50,000-99,999 


Cham paign- 
Urbana, It! 13 BS 99 
Decatur, ii 0 G6 94.7 


Census shows ROME, N. Y., with 


22% 
POPULATION GAIN 


Rome outgained Oneida County, 22% 
to 15°, while the county's other major 
city lost 2.2% 

The fact is Rome is booming. In busi- 
ness activity for July it is: 


* Ist in the Middle Atlantic 
States among all cities 
* Znd in the U.S. in its popu- 
lation group 
* 16th in the U.S. among all 
cities 
Business activity will be 10.7% above 
last—July—7.5% above the national 
gain. Sales: $6,010,000. 
Buy Rome—$135,000,000 retail market 
covered only by the Sentinel. 


FULL or Spot Color Available DAILY 
Now Over 18,500 Daily—ABC 


. ‘ . 
Rome Daily Sentinel 
Call, Wire or Write 
W. 5S. DeHimer, Adv. Dir., 
for Merchandising Cooperation, Surveys 
or Additional Market Information 


MARKETING 
MAN 
AVOIDS 
$81 MILLION 
MISTAKE 


This is the story of a New York market- 
ing man who almost used a “county 
coverage” plan for Pennsylvania’s 3rd 
market — the Bethlehem - Allentown - 
Easton Metro Area. It looked like a 
good plan, but it would have com- 
pletely missed Bethlehem itself, an $81 
million market! Here are the facts that 
convinced this marketing man _ to 
change his mind about “county cover- 
age”. 


The Bethlehem-Allentown-Easton Metro 
Market is rich and growing. But unlike 
many U.S. markets, only 57% of the 
population lives in the three key cities 
—yet they account for nearly 75% of 
all retail sales. It's obvious that these 
hubs of commerce need the maximum 
coverage. 


In examining his “county coverage’’ 
plan for this unique market, our mar- 
keting man realized that a combination 
of papers might give adequate overall 
coverage of the Metro area. But, at the 
core of the market, the individual cities 
were just not covered! It was necessary 
to use a local paper in each of the 
three cities. And that’s just what the 
marketing man specified—giving him 
complete coverage of the vital city of 
Bethlehem. 


This means the BETHLEHEM GLOBE- 
TIMES must be on your schedule. 


lf you want to get the maximum sales 
from Pennsylvania’s Third Market, you 
have to include Bethlehem, the second 
largest city in the area and the largest 
city in Northampton County. The on- 
the-spot merchants know this. That's 
why the Allentown retailers run over 
3 million lines of advertising in the 
Bethlehem Globe-Times every year. 
Make sure your sales curve climbs, 
use— 


The 
Bet hlehem 
Globe-Times 


Roland L. Adams, Publisher 
Gallagher-DeLisser, Inc. 
National Representatives 


Management July 1, 1960 77 


* Business Activity SUSINESS Retail ere Mo. & City nat Retail 
oe on es index 
~- 4 FORECAST ACTIVITY ; = ACTIVITY Out of 1960 imo 


mill t we ve (Million) 
FORECAST . sco Awgust FORECAST 2 19801988 August 


BUSINESS vais i Wile y,  metets Port Huron, Mich : 6.38 Greensboro, N. C 100.9 9.9 20.66 
ACTIVITY Months Index Sales 


Out of 1960 ‘ $ *% Elyria, Ohio 6.06 % Winston-Salem, N.C. 104.6 103.6 16.66 
FORECAST PH iste 1980 Augest Middletown, Ohio 639 ‘Columbia, S.C 104.6 1036 15.89 
% Portsmouth, Ohio 6.17 % Newport News, Va. 101.6 100.6 11.93 
% Steubenville, Ohio 7.71 Richmond, Va. 5 69 99 41.81 
Zanesville, Ohio 5.95 % Roanoke, Va 101.3 100.3 13.78 
Oshkosh, Wis g 6.29 
% Sheboygan, Wis 
Superior, Vis 73 9 3.40 


East St. Louis 93.7 S 9.67 
Springfield, tll 13 95.0 14.97 
*% Muncie, Ind 12 1105 9 9.91 
% Terre Haute, Ind 103.9 g 11.58 eat 
. | ma Cities 50,000-99,999 
a oe ee — % te Fort Lauderdale, Fla. 24 101.2 
*% Bay City, Mich 104.0 8.47 


® Orlando, Fla 104.0 
% Jackson, Mich 102.6 


Kalamazoo, Mich 918 § WEST NORTH CENTRAL Pensacola, Fla 9.3 


— Macon, Ga 96.4 
de Wuskegen, Wich 9 1074 8.57 Cities Over 500,000 de Asheville, i. C 101.0 
¥ Pont Mich ‘ 107 Minneapolis, Minn 12 98.6 97.6 
ontiac, Mic 7 
Hamilton, Oh 65 9 Kansas City, Mo 122 973 %3 77 Dertam, 1, C 99.0 
- ae # St. Louis, Mo $ 102.7 101.7 we Raleigh, N.C R 105.1 
*% Lima, Ohio 101 Wilmington, W. C oR 7 
% Charieston, S$ C 107.0 
& Greenville, S.C > 1058 
Danville, Va. 2 
# Warren, Ohio { 5 & St. Paul, Minn 13 103.1 21 7.27 
: Q . C #& Lynchburg, Va 101.6 


% Lorain, Ohio 106 


# Mansfield, Ohio : Cities 250, 000-499, 999 


Springfield, Ohio ; Wichita, Kan 93.6 


te Beloit-Janesville, Wis 5 ] Omaha, Neb 3 K2 
% Kenosha, Wis 


La Crosse, Wis 3 5.87 Cities 100,000-249,999 


%& Racine, Wis 7 5 ‘ Des Moines, lowa 10 98.0 


%& Portsmouth, Va 102.6 
® Charleston, W. Va 101.6 
% Huntington, W. Va 101.6 


Wheeling, W. Va 

Kansas City, Kan 9 942 

w% Topeka, Kan ll 106.9 

Cities Under 50,000 Duluth, Minn 0 56 ? 4 Cities Under 50, 600 

Bloomington, 11! 12 3 : Springfield. Mo 20 7 96.7 : Albany, Ga 59.3 85.4 
Danville, 11! # Lincoln, Neb 13 . ! : Cumberland, Md 4 WS 83 
de Lafayette, Ind Hagerstown, Md 976 8 86%.7 
& High Point, N.C 104.1 103.1 
Salisbury, N. C 98.5 97.5 
& Spartanburg. S$. C 104.5 103.5 


Charlottesville, Va 04 70 98.0 


Cities 50,000-99,999 


Cedar Rapids, lowa 16 
Among Preferred Cities— Davenport, lowa ll 


Dubuque, lowa 14 


Sioux City, lowa 13 2 G 
- | Y R A Waterloo, lowa 9 ‘ 5 ¢ EAST SOUTH CENTRAL 
St. Joseph, Mo 1 Cities 250, 000-500,000 


Sioux Falls, S. 0 18 ‘ 4 ¢ Birmingham, Ala 9 m4 


Ist in Ohto paeen Oe oc son ie 


& Memphis, Tenn 8 106.1 1052 
Cities Under 50, 000 
-_ . a ’ % Hutchinson, Kan 101.8 
5th in the U.S. Joplin, Mo 92.7 Cities 100,000-249,999 


Fargo, WN. D 93.8 t® Mobile, Ala 10L.0 
slvriz tands out as % Aberdeen, S. D 5 1015 5 4 Montgomery, Ala 15 %.7 
1 Growth Market. And # Rapid City, SD. _ 24 102.0 Jackson, Miss 17 100.0 
nth it dominates the Chattanooga, Tenn 19 3 

r ' 
Sales Management’s Pre Nanaia, VeMn . = 


SOUTH ATLANTIC 
Cities Over 500,000 


Washington, D0. C 16 9.3 


, , $439 722.000 # Atlanta, Ga 23 102.0 82.48 Cities 50,000-99,999 
snare ) this $452,/22,000-in 


Baltimore, Md 0 %9 95:5 5 Florence-SheMield- 


‘ ; Nashville, Tenn 14 95.2 
ities ranks among the very 


metropolitan market is big now 
1 GROWING. Are you getting Gadsden, Ala 
share? To come right to the Cities 250, 660-499,999 de Lexington, Ky 
; oss ' 9 

are you in the Chronicle-Tele on vm 
Tampa, Fla 20 94.8 

w Norfolk, Va 1 102.2 


Tuscumbia, Ala 


Meridian, Miss 


Cities Under 50,000 


Chronicle-Telegram Cities 100,000-249,999 ee a 


THE FAMILY NEWSPAPER" te Wilmington, Del 2 u21 

Jacksonville, Fla 18 1003 99.: WEST SOUTH CENTRAL 
ELYRIA, OHIO St. Petersburg, Fla 14 6 Cities Over 500, 000 
Circulation 24,440 ABC 4/30/59 


t Augusta, Ga 15 107.5 4 New Orleans, La. 98.3 97.3 
Double the Number of City Families Columbus, Ga 0 992 te Dallas, Tex 21 108.2 107.1 


Represented by Savannah, Ga 17 965 5 5 Houston, Tex 0 WS B89 
The Julius Mathews Special Agency, Inc Charlotte, N.C 20 100.1 28.07 San Antonio, Tex 17 PI 9 
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BUSINESS t 


. — , City BUSINESS City 
y Business Activity No. * City Nat'l Retail . Nat'l Retail 
= ACTIVITY Months Index index Sales ACTIVITY Index Sales 
Out of 1960 1960 5 1960 $ 
VA FORECAST 


Past (mill (Million 
FORECAST 24 1950 «1989 August FORECAST 1959 August. 


IN Cit ton ‘ 
SUSINESS No. & City Nat'l Retail Galveston, Tex ; Riverside, Cal a5 15 
Months Index index Sales 
ACTIVITY Out of i900 Hy e w® Laredo, Tex 


mill 
FORECAST : ee Aupast Port Arthur, Tex 


San Bernardino, Cal. 9 
*% Santa Ana, Cal 24 
San Angelo, Tex C % Santa Barbara, Cal. 16 


Cities 250,000-499,999 Texarkana, % Stockton, Cal _ 16 
’ ’ 
Oklahoma City, Okla. 4 98.0 40.05 Tex. & Ark 


Tulsa, Okla 0 95.7 32.95 Tyler, Tex. - 0 ; 
El Paso, Tex 17 95.4 26.76 % Wichita Falls, Tex, _ 20 Cities Under 50,000 
Fort Worth. Tex 13 95.4 50.56 w% Santa Rosa, Cal 23/24 103.2 
— %& Ventura, Cai 22 104.8 
Cities Under 50,000 ities Gb 21 1062 
+e w& Bartlesville, Okla 3 103.4 
Cities 100,000-249,999 pencil a ihe 
Little Rock-North Muskogee, Okla ll 93.0 
Bellingham, Wash 1 97.1 
Little Rock, Ark 16 97.0 2.65 
Everett, Wash 20 100.3 
Baton Rouge, La 18 98 * 2 


MOUNTAIN Yakima, Wash 10 95.5 
w Shreveport, La 13 6104.8 


amartiie, Te = 2 Cities Over 500,000 


% Denver, Colo 18 103.0 
& Austin, Tex 104.2 


Beaumont, Tex 99.2 ANADA 
Corpus Christi, Tex 94.9 7 Cities 100, 000- a?, a99 C 


1073.40 
#& Phoenix, Ariz 109.4 
te Lubbock, Tex 24 112.3 
# Tucson, Ariz 24 101.7 
w T 2 0 
=, om Albuquerque, N. Mw 21 7.1 97 2 ALBERTA 
w Salt Lake City, Utah 12 1011 1 3.7 we Calgary 


Edmonton 


Cities 50,000-99,999 


Ft. Smith, Ark 10 3 : ne 
eta oe mee S sao Cities 50,000-99,999 
Colorado Springs 
® Monroe West 


Colo 7 | 93.3 BRITISH COLUMBIA 
Monroe, La 10 1044 1034 9.16 


Pueblo, Colo %.4 9 Vancouver S 1008 
Great Falls, Mont 2 . 95.2 & Victoria 13 1086.9 
w Las Vegas, Nev 109.9 


Abilene, Tex 16 6.0 95.0 


%& Reno, Nev 110.7 109.6 


Ogden, Utah 5 945 . 
Growing 


Cities Under 50,000 GROWING 
BATON ROUGE ceamariiaa ox tee ame an GROWING 


Butte, Mont 0 


Is On The & Missoula, Mont 16/21 


Casper, Wyo 


#& Cheyenne, Wyo 24 7 KMSO-TV 
GROW ! PACIFIC MISSOULA, MONTANA 
Cities Over 500,000 
Los Angeles, Cal 16 9.4 


Your sales will be on the grow % San Diego, Cal 24 110.3 
there, too. It's Louisiana’s fast- w& San Francisco, Cal, _ 13 103.6 


est growing market, second in & Seattle, Wash 18 102.9 rf ot C BS-NBC-A BC 


size — first in buying power. 
Baton Rouge’s $6,455 effective Cities 250, 000-499,999 


buying income per household is a vend 60, 300 HOMES 
‘ : Oakland, Cal ll 98.9 7S 
away out front in Louisiana. It 


can mean more sales for you Ses — - os 37.15 And Gaining New Viewers All Over 
The State-Times and Morning ; WESTERN MONTANA 


P 9eRPEERCT Tre on 
Advocate is the total selling Cities 100 249 I ——- TEST MARKET 
: 000- 999 @ 60,300 TV Homes 
medium in this tremendous mar- po Cal 13, 98.2 © Drug Sales index 167 
. @ Retail Sales index 143 
ket w Fresno, Cal 19 109.7 . @ Auto Sales index 176 
"Seles Management Survey of Buying Power w& Pasadena, Cal 11 103.0 . PERFECT TEST STATION 
ramento, Cal, - 7 108 9 . ot rm nclggi ‘ 
STATE TIMES tr Secramente, Cs : 168.0 @ Captive Audience in 90% of the area 
oi % San Jose, Cal 23 


104.2 @ Dominates the remainder completely 
AND Spokane, Wash 0 100.2 26.87 @ Now the only TV station on the air in 


Far-Western Montana 
MORNING ADVOCATE Tacoma, Wash ll 995 : * Low Cost 1.000 Homes 


Represented by the John Budd Company 


Now Reaching 


Cities 50,000-99,999 


w Bakersfield, Cal 18 108.2 
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Business Activity 
FORECAST 


a MM. 


BUSINESS City 

No. & City Nat'l Retail 

Months Index index Sales 
Out of 1960 1960 
Past vs 


FORECAST 24 «1989 Ss«1989 


ACTIVITY 


$ 
(Million) 
August 


CANADA 


continued 


MANITOBA 


Winnipeg 


NEW BRUNSWICK 


*% Saint John 13 


NOVA SCOTIA 
% Halifax le 102.1 


ONTARIO 


% Hamilton 105.1 
London 2 9 98.2 
Ottawa 2 96.3 

% Toronto 23 102.1 
Windsor 98.2 


QUEBEC 


% Montreal 
w Quebec 


SASKATCHEWAN 


w& Regina ll 


TH 


in 
retail 
sales 


in 
North 
America 


MONTREAL 
Sold on 

and 

sold by 

its 

morning 
newspaper 


The Gazctte 


Canada’s Best Newspaper 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Radiator & Standard Sani- 
tary Corp., Detroit—Paul W. Wil- 
cox appointed manager, nuclear prod- 
uct sales, Industrial Division. He 
joined the corporation in 1944 


E. I. 


Wilmington, 


du Pont de Nemours & Co., 
Del. — Frank R. Price 
promoted to marketing manager of 
the Fabrics Division. His career with 
the division began in 1923; and since 
then he has filled many advertising 


and sales positions 


Ernst & Ernst, Cleveland — Dolph 
Jansen appointed director of market- 
ing, Management Services Division 
He is a regional director of National 
Sales Executives, Inc., and until re- 
cently was executive vice president of 


Gregory & House & Jansen, Inc 


Frito Co., Dallas — James L. Major, 
Western Division sales manager, ap- 
pointed Eastern Division sales man- 
ager, with headquarters in Mamaro- 
neck, N.Y. He has had 


service with Frito 


13 vears of 


William 
Flour 


Lowry H 


General Mills, Minneapolis 
B. Cash, marketing director, 
and Mix 
Crites, 


Products; and 
Cereals, 
Pet Foods, Refrigerated, and House- 
hold Products, appointed vice presi- 


marketing director, 


dents 


Hammond Organ Co., Chicago—Har 
old C. Lembke elected marketing 
vice president. He started with the 
company in 1949 and has been gen- 
eral sales manager since 1953 


Kelvinator Division, American Motors 
Corp., Detroit — Edgar P. Christian, 
district sales manager of Allstate In- 
manager for 
Leonard and ABC abpliance lines 


surance, named sales 


Kollsman Instrument Corp., Elm- 
hurst, N.Y.—Edward C. Leeson elected 
marketing vice president. He had been 
director of customer relations at Fair- 


child Engine and Airplane Corp 


Lanolin Plus, Inc., Newark, N.J. - 
Robert M 


general sales manager. Previously he 


MacFarlane appointed 


was assistant general sales manager 
of Warner-Lambert Pharmaceutical. 


1960 


Mine Safety Appliances Co., Pitts- 
burgh—Nelson W. Hartz named mar- 
keting director of industrial opera- 
tions. John P. Sherwin succeeds him 
as sales manager of the Technical 
Products Division. Hartz joined the 
company in 1934; Sherwin in 1946. 


Olin Mathieson Chemical Corp., New 
York—Arthur T. Safford promoted to 
the new post of marketing director 
He was formerly marketing vice presi- 
dent of the Packaging Division 


Pet Milk Co., St. Louis — James A 
Dodge elected marketing vice presi- 
dent, Food Products division. He was 
general sales manager of the division. 


Philco Corp., Philadelphia — Robert 
G. Urban named vice president, mar- 
keting; Frederick D. Ogilby, director 


of sales 


Schick, Inc., Lancaster, Pa. — Gerald 
Light appointed to the new post of 
marketing vice president. He was for- 
merly 
Erickson, and before that advertising 
and sales promotion director of CBS- 


a vice president of McCann- 


Columbia 


Sunbeam Corp., Chicago—Chester L 
Wilkison, sales manager, Appliance 
Division, appointed national sales 
manager. Richard D. Maher, assistant 
sales manager, moves up to sales man 
ager, Appliance Division. Wilkison 
joined Sunbeam in 1936; Maher in 


1948 


W. S. Tyler Co., Cleveland — Albert 
E. Reed appointed marketing vice 
president. Joining Tyler in 1915, he 
has been a vice president since 1943 
F. Truman Thompson appointed sales 
manager of the newly established 
Woven Wire Cloth Division. Prior to 
affiliating with the company in 19558, 
he was sales manager, Reynolds Wire 
Division, National Standard Co 
Van Straaten Chemical Co., Chicago 
Robert E. Wolff elected vice presi- 
dent, marketing. Before joining the 
company last year he was sales man- 
ager of the Tool & Instrument Divi 
sion, Illinois Tool Works 


Ziffl-Davis Publishing Co., New York 
Stanley R. Greenfield named direc- 
tor of sales development. He had been 
advertising director of Popular Pho- 
tography, a Ziff-Davis publication 


A 
Agency: VanSant, Dugdale ‘ts —— ‘Inc. 
American Telephone aT 


(National Yellow | h.. e 
Agency: Cunningham & Walsh, Inc. 
merican Tel aT 


A 
‘Long eo elegraph Senpeny 


N. W. Ayer & Son, inc 
Pr. ~ 3X Business Publications, inc. ... .2- 
Agency: Van Brunt & Company, inc 
Baton Rouge State Times 
Bethichem Gicbe-Times . mee 
Agency: Harve . Nelson ‘Advertising: 


Block and hy, es 
Agency: VanSent, Dugdale 1 ‘Company, ‘Inc. 
CBS Radic . 


Agency Sudier & Hennessey, inc. 
Capital Airlines 


Agency: Kenyon ‘ Eckhardt. ine 
Chicage Dally News . 

Agency: Batten, Barton, Durstine 

& Osborn, Inc. 


ADVERTISERS' INDEX 


This index is provided as an additional service. 
The publisher does not assume any liability for 
errors or omissions 


= 


ADVERTISING SALES 
VICE PRESIDENT, SALES 
Randy Brown 


DIRECTOR OF SALES 
PROMOTION 
Philip L. Patterson 


ADMINISTRATIVE ASSISTANT 
Edward S. Hoffman 


Asst. to Vice President, Sales 
Cecelia Santoro 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginio New 


DIVISION SALES 
MANAGERS 


New York—W. E. Dunsby, Wm. 
McClenaghan, Elliot Hague 
Robert B. Hicks, Dan Callanan, 
F. C. Kendall, Ormond Block, 
630 Third Ave., New York 17, 
N. Y., YUkon 6-4800. 


Chicago —C. E. Lovejoy, Jr., 
Western General Manager; 
W. J. Carmichael, Western Ad- 
vertising Director; John W. 
Pearce, Western Soles Manager; 
Thomos 5S. Turner, Robert T. 
Coughlin, 333 N. Michigan 
Ave., Chicago 1, Ill., STote 
2-1266; Office Mgr., Margaret 
Schulte. 


Pacific Coast—Warwick S. Car- 
penter, 15 East de la Guerra, 
Santa Barbara, Calif., WOod- 
land 2-3612, Pacific Coast Man- 
ager: Northern California, 
Washington and Oregon, M. A 
Kimball Co., 2550 Beverly 
Boulevard, Los Angeles 57, Cal., 
DUnkirk 8-6178; or 681 Marker 
St., San Francisco 5, Cal. 
Exbrook 2-3365. 


TPES GR ad ban BE 


Chicago Tribune ................., 4th Cover 


Agency: Foote, Cone & Belding, Inc. 
Cleveland Piain Dealer 


nner Fane SaMenat Compeny 


Columbus D 
Agency: Wheeler, . 7 &G 
Contests Unlimited, i 


Debockmes 


<—— ewe t Datves, Inc 


Agency: Batten, Barton, Durstine 
A Omer Inc. 
E. |. DuPont de Nemours & Co. (inc.), 


Agency: Batten, Barton, Durstine 
& Osborn, inc. 


Eastman Kodak Company (Audio-Visual) . . 


Aqorey: The Rumrili Company Inc 
Elyria Chronicle-Telegram 
Erie Times-News 

Agency: Peter Zanphir / Advertising 
Fasson Products 
Agency: Carr Liggett Advertising, Inc. 
Greensboro News-Record 

Agency: Henry J. com & Associates 
Jom Hi 

May NA -. . 


yy Lynn Baker, Inc. 
Houston Post 

Agency: Gulf State Advertising Agency 
indianapolis Star & News ....... 

Agency: Caldwell, Larkin & 

Sidener-Van Riper, Inc. 
Industria! Equipment News . ‘ 

Agency: Feeley Advertising Agency 
KLM Royal Dutch Airlines . ‘ 

soe x Erwin Wasey, Ru thrauff ‘ Ryan 

KMSO-YV (Missoulo J 

Agency Westmont Advertising Agency 
Look 

Agency: McCann-Erickson, Inc 
Joseph hs & Stef . a 
McClatchy Ne 
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Success Motivation Institute, Inc. 
Agenc 
Succes 


Agency: L. an MeGivens & Company, Inc. 


Syrocuse Newspapers 

Agency: Doug Johnson Associates, Inc. 
Tacoma News-Tribune .... (evees 

Agency: The Condon Company 
Thomas Register 

Agency: W. N. Hudson Advertising 
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are your 
salesmen 


FULLY 
ARMED? 


4 


v THEY ARE 
WHEN THEY HAVE 
“SELLING TOOLS©® 


Many of the nation’s largest 
firms use our unique SELLING 
TOOLS . . . because they work! 


SELLING TOOLS will help your 
men do a better job of prospect- 
ing, close more of the difficult 
sales, increase average size of 
orders, and hold on to regular 
customers. 


There’s ne magic about SELLING 
TOOLS. We've studied success- 
ful sales techniques for 4] years 
All that we have learned is con- 
densed and powerfully drama- 
tized in SELLING TOOLS. Your 
salesmen will actually go to work 
with a new SELLING TOOL each 


week. 


We would like you to have the 
amazing facts about SELLING 
TOOLS. Have your secretary 
complete the coupon and mail it 
on your letterhead . . . today. 


REPRESENTATIVES WANTED: 
We are expanding throughout the 
U.S. and possessions. Several terri- 
tories open to firms or individuals 
experienced in sales training. If in- 
terested, please furnish full details 
on your letterhead. 


JOSEPH LUCHS and STAFF 
Sales Consultants since 1919 
6701 N. Bread St. Phila. 26, Pa. 


Jeseph Lachs & Staff 
P.O. Bex 216 
Philadelphia 26, Pa. 


Please send complete information about ' 
SELLING TOOLS, with samples and prices. 


' Firm 


+ Title 


' Street 
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Horace Bassett, head of Calumet 
& Hecla, is quoted as listing these 
goals which management and _rank- 
and-filers look for besides money: The 
need for security and peace of mind; 
the need to get ahead; the need for 
freedom of action; good supervisor 
subordinate relations; superiors who 
tell subordinates when 
done a good job; con 


BY T. HARRY THOMPSON 
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n hot water.’ goes down the drain 
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Dept “New York 
Reports Record Operating 
of $103 Million.”—Headline 


ind not by a foreign foe people 
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intellectual ability 


The Cult of Mediocrity 


That’s what Claude M. Fuess calls it in an issue of the Saturday 


He said 


VIEW 


“The evidence of a cult of mediocrity is present in many 


phases of our national economy.” Further: “The American dis- 


ist of cleverness or quit kness of mind. or indeed of conspicuous 
has been noted by foreign observers.” 


That's too bad. if true. It’s too bad because it is not in the 
nerican tradition on which most of us over 30 were breast-fed 


It's too bad because our principal competition, the U.S.S.R., 
ikes quite a point of selecting its brightest boys and girls for 


higher education, with worthwhile incentives 


Mr. Fuess contends that one of the more obvious samples of 


the existence of a cult of mediocrity is the system under which all 


wrkers, regardless of skill or aptitude get the same pay for the 


same job. 


Another. he says. is the widespread acceptance in our country 
the doctrine of promotion by seniority. Or, as we have some- 
nes seen it, Joe Doakes’ getting a raise because his wife just 


had a baby and the family could do with a few more bucks a 


week 


If and when America ever loses the incentive system that 


ised us above the world norm, it will be a dark day for us all 


Even a performing seal works better when you throw him a 
h every few minutes. T.H.T. 
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~ of filling have 
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packages for performance 


DOBECKMUN 


Dobeckmun Durafilm packaging exploits the appetizing look that helps win food sales at point of purchase and, at the 
same time, protects the flavor and freshness that builds brand loyalty at point of serving. Tough, durable, and moisture- 
proof DURAFILM, is heat-sealing and highly economical for use with packaging equipment. Available either plain or printed, 
Durafilm is engineered to the selling specifications of meats, fish, frozen food, cheese and liquids. Sell your product... 
and keep it sold with packaging for performance by THE DOBECKMUN COMPANY, A Division of The Dow Chemical Company, 
Cleveland 1, Ohio + Berkeley 10, California + Offices in most principal cities 


Media’s 


To a seller of soda pop, the pulling 
power of an advertising medium is 
equal to the amount of soda pop sold. 

To media men, pulling power is 
influenced by several inter-related 
factors. 


The law or formula looks like this: 


Pulling Power 


Circulation Volume 
Editorial Vitality 
Reader Confidence 
The Chicago Tribune, with a cir- 
culation 1 ‘4 times that of any other 
Chicago newspaper, out-pulls the 


other papers by at least 3 to 1 and 
as much as 15 to 1. 


Chicago Tribune 


af) 


